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BRODIE BiRotors 


HELP BLEND GASOLINE DIRECTLY INTO TANK TRUCKS 


BRODIE B-72D BiXotors work with 
proportioning controller made by Pulsation 
Controls Corporation, Santa Paula, California 


BiRotor - equipped 
gasoline blending unit 
at Wilshire Oil Company, 
Imperial, California 


With many service stations handling at least three 
gasoline grades, the tankage required for day-to- 
day supply may be a problem. Refineries and bulk 
plants often. blend the required gasoline directly 
into tank trucks. 
This compact gasoline blending unit, equipped 
with two B-72D BiRotors, two Brodie strainers and 
air eliminators, feeds output into proportioner to: 
control rate of flow. BiRotor meters are noted for 
their “‘blend’’ of high accuracy and low mainten- 


ance. Check BRODIE today! 


= 


@EPRISENTATIVES witTH STOCKS ANO SERevice FACILITIES iN Alt PRINCIPAL Cities 





EVERY WEEK 
MILLIONS OF 
MAGIC CIRCLE 
MESSAGES 
REACH HOME 


... to help you sell more 
service station products 


200 top daily and Sunday newspapers; 
500 small dailies and county-seat weeklies; 
400 top women radio commentators... 


All get Ethyl’s weekly and monthly mailings of auto- 
mobile trip ideas, completely written travel articles, 
Magic Circle cartoon maps and radio scripts. 
And they use them to remind their audiences of the 
pleasures of driving and to suggest interesting and fun- 
filled places to go on holidays, weekends and vacations. 
It’s Ethyl’s Magic Circle Travel Clinic in aetion—get- 
ting drive-more messages into the home, via the family s 


newspaper and mother’s favorite radio program. - 


Our purpose: To support the industry’s market ex- ies 
pansion efforts by persuading motorists to drive more Pos 
for pleasure . . . to buy more of your gasoline, motor 


oil and other service station products. 


ETHYL CORPORATION, new vorx 17, 5. 


HOUSTON « TULSA « CHICAGO « LOS ANGELES 


ETHYL CORPORATION OF CANADA LIMITED, TORONTO + ETHYL USA (EXPORT) NEW YORK 17,N.Y. 
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Widest Selection of ONLY OPW 
OFFERS YOU 


RUN a SANE = ALL 3 METHODS 


FOR BALANCING 
TETRIS) UW LOADING ARMS 


~~, 


Hore’s Where... 


you'll find selection — complete 
selection — of standard liquid 
loaders and liquid loading equip- 
ment. Slide sleeve types, scissor 
arm types, bottom loaders, short 
range and long range types. 


Hore’s How... 


we'll help you. Just send us your COUNTER 

loading problems. If a standard f BALANCED 
loader can’t do the job, our en- ie 
gineers will design one that will. 
Chances are, your “special” will 
be made up of standard OPW 
products, saving you many dollars. 


That's Why... 





TORSION SPRING 


OPW is your best bet to solve be BALANCED 

your loading problems. You have 8 

available to you a selection of over f AND... MORE 
30 standard OPW Liquid Loaders. (oo il 

And if it isn’t in the catalog, we us a2 a THAN 30 STYLES 


make it for you. ay TO CHOOSE FROM 


Why not get acquainted with and compare all 
of OPW’s Liquid Loaders by writing for Cata- 
log LL? Take a few minutes of looking through 
this new catalog for the latest in liquid load- DOVER CORPORATION DIVISION 
img equipment. Dozens of illustrations, concise 

descriptions designed to make your loading 2735 COLERAIN AVENUE + CINCINNATI 25, OHIO « KI 1-5400 
problems easy to solve. It’s the most com- r 
plete guide of liquid loading equipment. VALVES « COUPLINGS « SPECIALTY PRODUCTS FOR HANDLING HAZARDOUS LIQUIDS 
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Electric heat’s plans: Here’s what you should know 

Here’s a blueprint for top-notch burner service programs 
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Murphy-Ingram merger: Here’s what it will mean to competition 
Merchandising 

Big changes in oil advertising: Here’s what they mean to you 
New Ideas in Stations 

Here’s Tenneco Oil’s new prototype service station 
Bulk Plants and Terminals 

How to speed a small bulk plant 
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Are compact cars right for your fleet? 
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LUSH MARKET. Engine tuneup is 
bigger than ever—with a potential of 
$1.236-billion, by a new NPN esti- 
mate. On page 119 you'll find the 
most comprehensive report yet on this 
booming business, along with tips on 
how to get your share of it. 

Top of the Month... 
OIL HEAT MEN need all the infor- 
mation they can get on electric heat. 
It shapes up as a formidable future 
rival. You'll see why in the exclusive 
report on page 92, giving the inside 


dope on electric heat’s plans for ex- 
pansion. 


BIG CHANGES are brewing in oil 
advertising. Read the informative re- 
port on page 102 to see what they 
mean—and why they’re significant to 
you as a marketer. 


BIG JUMP. Detroit will go more 
heavily for “service-free’” cars next 
year. For an advance look, see Detroit 
editor Don McDonald’s column on 
page 129. 


COMING UP: Annual preview of 
next year’s cars... A significant new 
survey of today’s jobber and _ his 
business. 
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MOLYBDENUM 


CLIMAX MOLYBDENUM COMPANY, a division of American Metal Climax, Inc., 1270 Avenue of the Americas, New York 20, N.Y. 





RECENT TEST SHOWS MORE PROOF 
OF MoS,’s LOAD-CARRYING ABILITY 





Major Car Manufacturers 
Use Molysulfide Products 
In More Ways Than One 


The best known use is in the car 
whose manufacturer guarantees 
30,000 mile lubrication periods. This 
manufacturer first pretreats all bear- 
ing surfaces of grease-lubricated 
suspension parts with a gear oil con- 
taining MoSe then fills the system 
with ‘‘Moly” Grease. 

But little known is the fact that 
Molysulfide is used in the special 
polyurethane seal which retains the 
*““Moly” Grease on the front-end ball- 
joint and excludes grit and dirt. 
Molysulfide plays a major role 
in increasing the wear resistance and 
reducing the coefficient of friction of 
this seal. These were two of the 
reasons why this seal, made by the 
Acushnet. Process Company, was 
selected. Other factors include firm- 
ness and resiliance essential to sealing, 
abrasion resistance and ease of con- 
formity to the shape of the ball joint. 

Another manufacturer pre-treats 
grease-lubricated suspension parts 
with a dry film of MoSe2 powder ap- 
plied from an alcohol suspension. 

Throughout the automotive in- 
dustry, Molysulfide is widely used in 
paste type concentrates for pre-as- 
sembly lubrication of splines, cams, 
etc. 

Friction materials such as clutch 
plates and brake linings contain 
MoSe2. Certain brake mechanism 
parts are widely treated with Moly- 
sulfide bonded coatings. 

Other manufacturers use a com- 
bination of Molysulfide and graphite 
in electric generator brushes. 

Tests are currently being made to 
determine the value of MoSe as a 
wear-in lubricant. Other tests are 
being conducted on piston rings. Lab- 
oratory and road tests are going on 
with gear oils containing Molysulfide. 

When writing, refer to CL-108 





From the German laboratory of Alpha Molykote Corporation comes 
new proof of Molysulfide’s ability to resist galling and seizing at 
pressures beyond the yield point of most metals. Previous tests have 
shown that Molysulfide sustains loads up to 475,000 psi. In this 
Almen Wieland test, similar to the Falex test, a 14” pin actually 
extruded without any surface damage at pressures of 100,000 psi, while 
similar pins using other lubricants were torn, galled or “frozen’’ to 


the point of breakage. 





2 


1 


’ 
; 
: 


The photo above shows mild steel 
pins used in Almen Wieland Test. 
No. 1 is unused Control Pin. No. 2 
(lubricated with mineral oil and 
MoSz) and No. 3 (with MoSe bonded 
coating) were elongated and extruded 
without weight loss. No. 4 shows 
typical failure with conventional lub- 
ricant. Note that the key sheared off 
and that pin and block were galled 
and seized. In both cases, Moly- 
sulfide sustained a load beyond the 
yield strength of the pins. Surveys of 
many laboratories indicate that this 
extrusion phenomenon has never 





3 4 


been produced with any other con- 
ventional lubricants. 

The load carrying ability of 
Molysulfide can lead the way to 
better lubricants and bigger sales for 
petroleum products marketers. 
Greases containing 3% of Moly- 
sulfide prevent metal-to-metal con- 
tact of chassis parts, prolong their 
life and assure quieter, easier, more 
comfortable driving. These advan- 
tages can bring more lubricating busi- 
ness to the marketers and service 
stations that sell ‘‘Moly” Greases. 

When writing, refer to CL-109 


| 
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Behind Our Headlines 





Fast-Moving Industry 


Sx BIG FEATURE this month, on tuneup, shows 
rather graphically how fast this oil-marketing in- 
dustry is moving. 

Up to the early 1950s, almost no companies favored 
tuneup for dealers. Then the situation changed quite 
rapidly. Four years ago, NPN published a special report 
on tuneup with a checklist showing that 6 out of 26 
big companies were in favor of tuneup service at sta- 
tions and 6 others favored it with limitations (NPN— 
Nov. ’57, p 95). 

In this issue, we offer another special report on 
tuneup, and it shows that 16 out of 22 companies are 
in favor of tuneup, and one other company favors it 
with limitations. The report starts on page 119. 

Incidentally, this is another example of a combined 
operation involving many staff members as well as field 
bureaus of the McGraw-Hill News Service. When all 
the material was assembled, it was handled by Mark 
Emond, copy editor, and Frank Sturtevant, NPN vet- 
eran staffer. 


b SS foe FRANK STURTEVANT was in Toronto for the 
recent TBA meeting, he took a busman’s holiday. 
This is what he reports: 

“On my latest visit to Toronto I found the city is 
growing fast, with the same vigor of so many U. S. 
cities. Virtually all the oil company headquarters are 
now in new buildings. 

“Most significant recent change on the oil-marketing 
scene is the entry of Canadian Tire Co. into the service- 
station field. This auto-accessory chain opened its first 
station two years ago. An inspection tour of its stations 
disclosed many novel experiments which will make 
good information for an article (editor’s note: this in- 
formation will appear in an early issue of NPN). 

“Afterwards, I was glad to enjoy the world’s smooth- 
est subway ride back to the hotel... . 

“The tenth annual Canadian TBA convention the 
next day drew 360 people, compared with only 60 at 
the first meeting.” 


Jobber Survey 

La OUR FACTBOOK Issue distributed in May, we re- 
ported a few highlights from NPN’s latest jobber 

survey. Several people have asked about complete re- 

sults of the survey. 

We are still processing the returns and will begin 
publishing comprehensive results next month, in the 
September NPN. This will be the first of a series of 
three reports based on the quadrennial NPN jobber 
survey. 


t 
elias , Editor 





TOKHEIM... America's 


vow first family of 


Vanguards 


~~" gasoline pumps’ 


Before you is illustrated America’s first family of pumps—first in 


sales, first in service, first in upkeep economy. First also in such 
features as styling, dependability and customer appeal. Such a position 
of pre-eminence was not achieved easily, and is. maintained only by 
continual effort to develop and apply technical improvements that 
enhance the value of Tokheim products. We urge»yyou to examine in 
detail any Tokheim pump that serves your purpose. Compare it, point 
by point, with any other pump or pedestal. Note the rich, glass-like 


finish, the beauty of contour, the large dial face, the brilliant dials of 


arg 


lighted models. Listen to the soft, almost inaudible hum of the 
pump and meter, the quiet click of the computer. “Here,” you will say, 
“is a product of quality.” Then ask your neighbor, or any Tokheim 


owner. We are confident they will confirm your judgment. 


OFFERED AS COMPLETE PUMPS, OR PEDESTALS FOR REMOTE PUMPING 
~ pe - ty pO 5 -£ 
mat —— PARKWAY INTERCEPTOR 
- MODEL. 452 DUAL 


Doubie outlet, 


HYDRAULIC CONTROL VALVE single product dispenser. 


" =e —assures a safe, well-balanced 
SOME REASONS = system—smooth nozzle action. A 
vital part of every Tokheim pedestal. 


FOR TOKHEIM 


QUALITY 


NEW MIRACLE METER Se ' le GEAR TYPE PUMPING UNIT 
—accurate at any rate of de- ‘ —high suction efficiency. In- 
livery and at any pressure. ee aes tegral by- pass and regulating 
Built to withstand any gas- Ns i. valves. Quiet. All vital parts 
oline being used today. ~ = are non-corrosive. 





INTERCEPTOR MODEL 452P INTERCEPTOR MODEL 448 


with fluorescent lighting without dial lighting 
and advertising panels —only 48” in height 





VANGUARD MODEL 455 


for remote pumping systems 
—large advertising panels 


_ You can't afford to settle for less! 


INTERCEPTOR MODEL 448 TWIN INTERCEPTOR MODEL 452 TWIN 


without dial lighting— for one or two products 
for one or two products —brightly lighted dials 


TOKHEIM CORPORATION 


FORT WAYNE, INDIANA 





Subsidiaries: GenPro Inc., Shelbyville, Indiana; Tokheim of Canada, Ltd., 
Toronte, Ontario; Tokheim International, A. G., Lucerne, Switzerland 


INTERCEPTOR MODEL 486 TP 


high speed commercial 
pump with ticket printer. 


SYMBOL OF EXCELLENCE 





Your “U.S.” representative is a 
good man to know. He’s dealer oriented. 
He recognizes your dealers’ problems 
and knows how to help them make 
money. And he’s the one who can help 
them chalk up a better TBA score. 


YOUR “U.S.” REPRESENTATIVE knows 
TBA. Up and down. Inside and out. Every 
which way. And right now he has a new pack- 
aged merchandising and selling program spe- 


cifically designed for your service station out- 
lets. Dealers report sales increases of 100%, 
200%, 300% and even greater. 

There's not another program like it. It’s new, 
unique, competitive, flexible, profitable...and 
best of all, it doesn’t require any initial invest- 
ment by you or your dealers. 

It'll pay you both to learn the details. 


**Low Profile’ is United States Rubber Company's trademark for its lower, wider shape tire. 





U.S.ROYAL LOW PROFILE TIRES 


United States Rubber 


Rockefetier Center, New York 20, N.Y. 


NATIONAL PETROLEUM NEWS ¢ August, 1961 





Letters | 


What kind of service station for the World's 
Fair? .. . Some views on low-price marketing . . . 
How a computing meter looks to a jobber 


TO THE EDITOR: 

Invitations to bid have been sent to 
most of the major suppliers in the 
metropolitan area to erect two serv- 
ice stations at the 1964-65 World’s 
Fair site, to serve the public approxi- 
mately 4-million gal. of gasoline and 
other products per year. After the 
two years the service stations will be 
completely demolished and done away 
with. 

What will probably happen is that 
all of the companies will outbid each 
other to erect a “futura fantasy” to 
display and show off their wares. 

How much finer it would be if a 
group such as the American Petroleum 
Institute, on behalf of all refiners, 
expended the necessary money to 
build and supply two outstanding 
service - station locations, without 
brand, but honoring all major-oil-com- 
pany credit cards and showing the 
motoring public, who will visit this 
fair by the hundreds of thousands, 
why gasoline is their best buy today 
and in the future. 

It is our belief that some of the 
marketing executives, through this me- 
dium of a combined industry show- 
case, may be better able to display 
the petroleum industry at its best 
advantage, rather than a single sup- 
plier at such a huge showcase. 

Perhaps the committee now study- 
ing how better to sell the motoring 
public on using the service stations 
and new highway facilities could best 
expend part of their budget towards 
an industrywide service-station pro- 
gram at this fair. 

This is offered as a constructive 
suggestion rather than watching the 
majors flagrantly outbid each other 
to see their flag at this two-year ex- 
position. 

LEONARD BRAUN 

President 

Piping Rock Petroleum Co. Inc. 
Halesite, N.Y. 


Computing Oil Meter 


Your article (“Now—A Computing 
Oil Meter,” June p94) is interesting. 
To us whose drivers are not crowded 
as hard as they might be in a more 
heavily populated area, its greatest 
advantage would be the elimination 
of office time in checking extensions. 


It would also seem to fit in very well 
with our plans to eliminate statement 
billings on those accounts which con- 
sist of only a fuel-oil delivery entry 
once a month. I’m quite sure we will 
find ourselves using them before long. 
The only apparent disadvantage is 
that we usually load both No. 2 and 
range oil on the same truck, and while 
the first paragraph on the second page 
indicates that the adjustment is easy, 
I’m wondering about the practicality 
of frequent changes during the proc- 
ess of delivery. The percentage of 
range to No. 2 is constantly diminish- 
ing, and we might find it practical in 
the future to segregate the trucks by 
product, thus eliminating the problem. 
C. H. SHAVER 

Dickey & Shaver Inc. 

Wayzata, Minn. 


Factbook Corrections 


Your FACTBOOK ISSUE (p73) both 
in the list and box incorrectly shows 
us having three grades of gasoline 
instead of two. 

The error probably was occasioned 
by our two names for premium geo- 
graphically. For premium gasoline, 
the brand name American Super Pre- 
mium is used in the former Standard 
Oil Co. (Indiana) and former Utah 
Oil Refining Co. marketing areas. Th 
brand Amoco Super Premium is used 
in the former American Oil Co. mar- 
keting area for the company’s unique 
unleaded premium gasoline. 

For regular gasoline, the brand 
name American Regular is_ used 
throughout the former American Oil 
marketing area, the former Standard 
Oil (Indiana) marketing area, and the 
former Utah Oil marketing area. 

J. M. PATTERSON 

Director 

Public Relations Department 
American Oil Co. 

Chicago 


mI note in the 1961-62 edition of the 
FactBook that Standard of Texas has 
been shown as a separate company 
while, in fact, it is a part of California 
Oil Co., Western Division, doing busi- 
ness as Standard of Texas in New 
Mexico and Texas. Another part of 
our division, located in Salt Lake, 
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Get the 
BEST 
quick 
coupling 


EVER-TITE 

Standord 

Adapter 
and Coupler 


EVER-TITE 
Adapter 
and Coupler 


EVER-TITE 
Shank Hose 
Coupling 


most for 
your 
money 


EVER-TITE 


QUICK COUPLINGS 
give you QUICK connections that 
speed deliveries— TIGHT connec- 
tions that protect your product. 

Ask your distributor now. 


EVER-TITE COUPLING CO. INC. 
254 West 54th Street, New York 19, N. Y. 
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get better delivery speet and service 
on your trucks with ROPER PUMPS ! 


Roper Series 3600 truck pumps are quiet, smooth-running units that 
provide fast, safe deliveries with both thin and thick liquids. You make 
more calls per day, more profits per week all along the line from bulk 
plant to home deliveries. When you rely on Roper pumps you can 
step up efficiency and cut down operating costs. They are quickly, easily 
mounted in any position, and they will operate efficiently in either direc- 
tion. Enjoy better delivery speed and service... with Roper pumps. 


PACKED BOX or mechanical seal pumps 
ovailable to best suit your needs. 


CAPACITIES in a wide range are available 
for small deliveries or bulk transport. 


RELIEF VALVE permits operator to close 
discharge without stopping the pump. 


Dependable P 
Biedad aia Dependable Pumps 


HYDRAULICS. INC. commERCE, GEORGIA 





Letters 


again, is a part of California Oil Co., 

Western Division, and is doing busi- 

ness as Standard of California in Utah 
and in part of Idaho and Arizona. 

C. M. TULLER 

Vice President 

Western Division 

California Oil Co. 

Denver, Colo. 


Some Conoco Views 


>The article, “Wanted: Answers to 
These Questions,” in the June issue of 
NPN (p.81) poses questions which 
must be uppermost in the minds of 
all marketers of our industry. 

In the 28-state area where we have 
direct distribution, low-price market- 
ers (on the basis of facts we have ac- 
cumulated) have steadily gained 
ground by: 

e Increasing their percentage of 
industry gasoline volume at the ex- 
yense of service stations selling major 
brands. 

e Outstripping service stations sell- 
ng maior brands in average volume 
per unit. 

e Selecting good sites and build- 
ing service stations that are equal to 
(and sometimes better than) their 
major competitors. 

e Well-planned sales promotion 
programs built around giveaways and 
gimmicks. 

e Improved management. 

Because of rapid strides and im- 
provements made, low-price market- 
ing has become a permanent segment 
of the industry’s marketing structure 
drastically affecting traditional market- 
ing concepts. Incidentally, we have 
found that the 2¢ differential is not 
as traditional in some areas as many 
people think. It seems clear, therefore, 
that members of the major segment 
in the industry must find new ways of 
doing business. 

In our own case, we have for years 
held to the policy of not selling gaso- 
line to private-branders which, of 
course, means that we have been ex- 
cluded from this market. In order to 
get a knowledge of this type of retail 
distribution, we are presently acquir- 
ing some good experience in dual 
branding through affiliated companies. 
We will document, analyze, and com- 
pare results produced by these com- 
panies against those experienced from 
our Conoco-branded operations. 

Your story is thought-provoking 
and will provide good reading for 
marketers. 

G. M. SULLIVAN 

Vice President, 
Marketing Department 
Continental Oil Co. 
Houston 
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Sell all four...not just one... 


with this [3/\IRUGY/ [ale 


“Special Package Deal”! 


You can sell: 1. Oil change 2. Lube job 
3. Complete cooling system check 4.“PRESTONE” Anti-Freeze 
in one pre-winter service job! 











When you sell these four—all in one package — 

and when you sell them early, you’re giving your Fol 
customers the winter protection and service they 

need and want! 


When you combine all four items in just one ser- 3 SPECIAL 


vicing trip, you save your time, your customer’s 

time...and you're offering not just anti-freeze ser- Ty AGE DE AL 
vice, but complete winterizing service for the PACK 

whole car! You have the know-how and equip- 

ment to do the job properly and you stand to make You get 


more profits on related service and parts (thermo- 
stats, fan belts, hoses, etc.)! e OIL CHANGE 


e LUBE JOB 


Here’s how you can put this ‘‘Special Package Deal’’ 
to work, making more profits for you: ¢ COMPLETE COOLING 


Be sure to obtain from your supplier the FREE SY STEM CHECK 
“Prestone” Anti-Freeze Merchandising Kit, fea- ? 

1 m _turing the “SPECIAL PACKAGE DEAL” poster © “PRESTONE” ANTI-FREEZE 
(shown at right). 


1 
Figure your price for several likely combination ACT NOW! SAVE MONEY! 
package deals you will be called upon to use 
and insert the lowest price (generally, the pop- AS LOW AS $ 
ular car with the smallest oil and cooling system 
requirements) in the circle after “As low as” on 
the special poster. 





Tell customers that your “package” price covers 

the four basic items listed, but if your complete 

cooling system check turns up any needed re- 

pairs or replacement parts, that, of course, will be 

extra. Be sure to point out the many operations Remember, your supplier has a FREE Complete 
involved in your cooling system and winterizing ef , ane . 

job so your customers will know about the ser- “Prestone” Anti-Freeze Merchandising Kit for you 


vice you’re giving them. featuring the EARLY FROST “SPECIAL PACKAGE DEAL” poster! 


deals handy for customers with cars having ; : 
greater requirements. profits roll in! 


Always sell “Prestone” brand—world’s most tested, most trusted anti-freeze! 


“Prestone”, “Eveready” and “Union Carbide” are registered trade-marks for products of 
UNION CARBIDE CONSUMER PRODUCTS COMPANY . Division of Union Carbide Corporation » 270 Park Avenue, New York 17, N.Y. 


4 Keep the figures for the higher-priced package Sell ALL FOUR— not just one—and watch the winter 
BR 
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MUSCLEMAN 


Tanker on tractor built by Dodge. Bulging with muscle, hustle and 
money-saving ways. One of a big lineup of tough Dodge trucks for '61. 
Take your pick from hump-busting gasoline V8s, or mighty Cummins 
~ diesels for the really hefty jobs. Single axles and tandems. Tractors and 
Straight jobs. Five-speed, eight-speed, and ten-speed transmissions. 
GVWs from 15,000 Ibs. to 53,000 Ibs. GCWs to 76,800 Ibs. And every 
Dodge heavy-duty cab forward sports a BBC of just 8934”. Lets you put 
more load on less wheelbase, or pull a longer trailer, with none of the 
lal =¥ele F- [ei at=¥oMe) im 41) Mer] ose C10 Blole [24-10] au oS am 40]0] am Dlolel=i-mol-t-1(-1ae-Mal-\) Eda [01 
delivery time has been cut’way down. Parts delivery’s beencut even more! 


DODGE ~ TRUCKS 


A PRODUCT OF CHRYSLER CORPORATION 


August, 1961 * NATIONAL PETROLEUM NEWS 





bane , 
DATA PROCESSING 
for small 

Business 

begins 

HERE... 


Punched paper tape is 
created automatically as a 
pe shy of adding ma- © 
er , proving or 

This is a very special kind of adding machine. Of course, it anne.” Seget 

adds, subtracts, and prints. But it also serves a more im- 

portant purpose! It automatically and simultaneously con- 

verts figures into a punched paper tape. This tape, when 

“fed” into high speed electronic equipment, quickly pro- 


duces reliable, up-to-date management reports. 


All the way with C/atonal 


-—from original entry to final report! 


Yes, National provides complete data processing services 
for any size business. It is now possible and practical for 
you to eliminate many costly manual bookkeeping func- 
tions. And you get more vital information, in less time! 
The advantages of electronic data processing, including 
National Data Processing Centers, are available to you — 
without investing in expensive equipment and highly 
skilled personnel. 
National offers the most complete line of data recording | 
machines, including: adding machines, bookkeeping ma- : 
chines, SALES-TRONIC cash registers, and accounting ma- < Your National Representative 
chines. There is a complete National system to meet your ; will be glad to show you this 


sossl a simple approach to efficient 
particular needs. data processing. Phone him 


now—it could be the most 
For more information on National Data Processing, phone profitable call you will make 


your nearest National branch office. Or, MAIL THE COUPON. : = 21! year. 


THE NATIONAL CASH REGISTER COMPANY, Dayton 9, ohio [ani 


Dept. 286 


Name 





Address ELECTRONIC DATA PROCESSING 





ADDING MACHINES+CASH REGISTERS 


es __Zone___ State pbc ACCOUNTING MACHINES+NCR PAPER 
1039 OFFICES IN 121 COUNTRIES + 77 YEARS OF HELPING BUSINESS SAVE MONEY 
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Money-Making Ideas 


Roadside tire service 
... Improve readership 
of ads in newspapers 


SEVENTY-FIVE additional car 
washes a month are reported by 
Greenwood Service, Union Oil Station 
in Montebello, Calif., which offers to 
do the service while the customer is 
at church. Two churches are within 
two blocks, easy walking distance. 
About one-third of the wash customers 
buy additional service (lube, oil 
change, tire switch), and almost all 
buy gasoline. The dealer reports most 
of these cars have become Sunday 
customers, and some have become 
regular customers. 


$ 


YOUR DEALERS can use this idea in 
roadside tire service: They can adapt 
a war-surplus oxygen tank into an 
easily handled air supply that can be 
kept stored and ready for use in a 
service truck. 


HERE’S AN IDEA that might help 
your dealers get more people to read 
their newspaper advertisements. Sug- 
gest they run the names of a few local 
residents at the bottom of their ads, 
then give a discount or a free premium 
to those who notice their names. 


$ 


PSYCHOLOGY can help your dealers 
when their competitors start juggling 
prices and putting up large “gas-war” 
signs. One dealer found it effective to 
put up a big “gas-war” sign himself, 
but keeps his prices at their usual 
level. 
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ANGELUS 


CAN CLOSING MACHINES 


round can closing r¢ 
petroleum produc 
up to 500 cans pe 


dependable; t 
and maintai 


factmrer exclusively 
am closing 


SiG ELU Ss 


Sanitary Can Machine Company 





Morrison magic valves 
for faster tank truck loading 


f 


DOUBLE POPPET CUSHION VALVE 
AND WHAT IT MEANS TO YOU... 


Save time in loading with complete control of liquid 
flow. Easier to use . .. more speed in loading. Easy 
opening at high pressure. Dashpot type. 
Aluminum alloy body'with brass trim. 

“Cushion close prevents bang and chatter... 
adds to life of equipment. 


FIG. 189L, at right, can be rigged with cable for 
counter-balance. Weight 9 Ibs. 2%” size. 


FIG. 189S, at right, is double poppet, 
cushion close type. Aluminum nozzle with 
brass trim. Three speed flow control. 


FIG. 189G, at right, a double poppet fuel oil and 
gasoline nozzle. Speeds delivery for undersurface 
loading. Aluminum body with brass trim. Three 
speed. Tapped for vacuum breaker. 9” tubes 
standard. 36” length tube available for undersurface 
loading at small extra cost. 


FASTER | CLEANER | MORE SAVINGS FOR YOU 


1960 CATALOG of oi! equipment 
now available. Get your copy 
today... mail card and your new 
catalog will be delivered promptly. 


MORRISON BROS. CO. 


OIL EQUIPMENT HEADQUARTERS 
DUBUQUE, IOWA 


NATIONAL PETROLEUM NEWS * August, 1961 





agri 


a momo  — eeliamammemummmmmmmma CC 


. Ape < 
| OX BORON YTAMERICK'S FINEST || _SIBORON MOTOR OILS} | DX REGULAR 





Another Bennett first! Modular 
design for the most modern 
service station planning. Bennett’s 


advanced design concept points the way 


to the service station of the future. 





— & 


I \ 





Modular units feature the traditionally fine 

Bennett construction that has always meant 

year-in, year-out dependability and lowest 
maintenance costs. Our design staff will gladly 


assist you in planning future stations. 

















PREMIUM | 
ee —— | 


! BENNETT ) 








: ‘ 
a 





> 


ae THIS IS THE LOOK 


ae A ‘well-designed gasoline pump adds appearance and efficiency to a service station, 
attracts transient trade, keeps permanent customers. Bennett pumps are styled to look 
good —from the road or a hose-length away. Intelligent functional design makes Bennett 
easy to operate, keeps its appearance handsome for years. Oil marketers who know the vital 


importance of gas station attractiveness prefer the enduring good looks of Bennett pumps. 
| 


HN Woop COMPANY LIMITED - 
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Midwest: A Major Moves to the Suburbs 


PURE OIL CO. says its new subur- 
ban headquarters has increased the 
efficiency of the 1,500 employes 
working there. The building, most of 
it one story high, is at Palatine, IIl., 
26 miles from Chicago. 

The company says it moved after 
34 years at its downtown Chicago of- 
fice “to provide better living and 
working conditions for employes.” 

The 280,000-sq.-ft. building in- 
cludes an auditorium, lounge, cafe- 
teria, a small store, and a Pure Oil 
service station. The building is a low- 
lying structure of red brick and lime- 
stone, divided into a series of five 
open rectangles around courtyards. 
It’s set on a 240-acre site, surrounded 
by farmland. 

The company says it has had little 
trouble in obtaining clerical and sec- 
retarial help at the new location, 
about half an hour from downtown 
Chicago via express highways. 

Says Robert L. Milligan, Pure Oil 
president: “Eight months in the new 
offices have convinced us that we 
were right in deciding to move to a 
suburban location.” 


> Land O'Lakes Oil Co., Stevens 
Point, Wis., has swung over to Conoco 
after 27 years with Sinclair. Mrs. 
Florence Fauri is principal owner, and 
John Emmerick is manager. 

Land O’Lakes has nine station ac- 
counts, and handles about 900,000 
gal. of motor fuel and 600,000 gal. 
of fuel oil yearly. 


> Fred Bruce, top man at Bruce Oil 
Co., Shell jobbership in Fairfield, Ill., 
is cutting out the dead wood in farm 
accounts he has. They represent 30% 


Pure Oil’s new headquarters has 1,500 employees in a 280,000 square-foot building, 
has parking facilities for 1,200 cars on its landscaped 240-acre suburban site 


= 


4 


The limestone and red-brick building at Palatine, Ill, is 26 miles from Chicago. 
It's mostly one story h'gh, includes a cafeteria, auditorium, and an employe lounge 


Pure’s electronic-computer setup is one of the largest in Most general work areas in the Pure headquarters are located 
the Chicago area, is used for scientific and accounting jobs along exterior walls and have a good view of the countryside 
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Regions 


of his total product sales of about 1.4- 
million gal. a year. 

“I’m trying,” he says, “to pick the 
better ones and cull out the poor 
ones.” The reason behind Bruce’s 
move: Farm credit is always a prob- 
lem, and he doesn’t want it to get too 
far out of bounds. “When it gets out 
of control,” Bruce adds, “it gets too 
hard to collect and takes up too much 
time.” 

Bruce, working as his own credit 
manager, is putting good farm ac- 
counts ‘on a credit limit, with limits 
varying on each account based on past 
payirig habits. 

“Some farm accounts,” Bruce adds, 
“pay only when you ask them or make 
them pay. Others pay a little every 
three months. And some pay when 
the wheat crop is sold around July 1, 
or when the bean and corn crop is 
harvested in October and Novem- 
ber.” It’s the first-mentioned accounts 
Bruce wants to get rid of. 

Bruce’s move to a tougher credit 
policy on farm accounts is in the inter- 
est of self preservation. “My accounts 
receivable from farmers has doubled 
in the past five years. And bad debts 
written off each year come to $300- 
$400. It would be much higher if I 
didn’t push for payment; it would be 
between $2,500 and $3,000 a year.” 


Site preparation for a $17-million 
bulk-liquid-storage terminal at Lake 
Calumet on Chicago’s South Side is 
scheduled to be completed in Novem- 
ber. 

Union Tank Car Co., developer of 
the project, says some tanks should 
be ready for use by next spring, but 
development of the entire project will 
stretch over 10 years. 

When completed, the terminal will 
serve as a storage facility for liquid 
cargo carried by ocean vessels com- 
ing from the St. Lawrence Seaway, 
and by lake tankers, barges, railroad 
cars, and tank trucks. Its ultimate 
capacity will be nearly 200-million 
gal., including petroleum, chemicals, 
and petrochemicals. There will also 
be facilities for storing some bulk 
solids. 


» United Petroleum Gas Co., Minne- 
apolis, has obtained an option to pur- 
chase Five Star Gas Co. of Denmark, 
Wis. Five Star has LP-gas bulk plants 
at Sturgeon Bay, Wis., and at Den- 
mark, near Green Bay. 

United Petroleum Gas, a wholly 
owned subsidiary of Diversa Inc. con- 
ducts wholesale and retail marketing 
operations in Minnesota, Wisconsin, 
the Dakotas, Arkansas, and Texas. 


20 


Southwest 


Tenneco hits Houston 
market; 10 stations 
to open in September 


TENNECO OIL, the marketing sub- 
sidiary of Tennessee Gas Transmis- 
sion Co., is making its long-antici- 
pated move into 
the Houston mar- 
ket. It is expected 
to hit other Texas 
cities following 
the Houston en- 
trance. 

Construction 
vork is under way 
» 10 stations, 
vhich are sched- 
uled to be opened 
around Sept. 1. 

The _ stations 
will have a new look, “one that is 
distinctive and something new for the 
industry,” according to L. L. Leabo, 
Tenneco vice president in charge of 
marketing (for details, see page 109). 

The station is designed in the shape 
of a T and has a vending-machine 
area as an integral part of the build- 
ing. The two bays are in the rear. 

Tenneco plans to use this type of 
station across the nation as it moves 
toward its goal of becoming a major 
marketer. It built a pilot model of the 
station at Lake Charles, La. 

The move into Houston had been 
expected for a long time. Both Ten- 
neco and Tennessee Gas Transmission 
have headquarters there. 

Meanwhile, Tenneco is pushing 
ahead for major-brand recognition. 
By late May, approximately 300 of 
its 832 “Bay” brand stations were 
converted to “Tenneco.” All new com- 
pany-owned stations being built will 
fly the Tenneco banner. 

The company will retain a two- 
brand status, however. It will sell at 
the major-brand price level through 
the Tenneco stations and at the pri- 
vate-brand price through the Bay out- 
lets. 

Since its station representation is 
extremely thin in some areas of its 
current 20-state territory, Tenneco is 
using a flexible advertising and pro- 
motion campaign to put over its 
brand switch. Heavy consumer adver- 
tising has been carried in areas where 
it has enough stations to warrant it, 
like New Orleans and Denver. In 
other areas the direct mail approach 
is being used. 

The company in June started a 
direct mail promotion for all its Ten- 


By Marva Keid 


heco stations. The program, which 
will carry through to November, is 
designed to acquaint people with the 
name, build station volume, and keep 
station personnel on their toes. 

Between 800 and 1,000 customers 
in a station’s area are sent the pro- 
motion material. They are offered 
free gifts to come in and try the sta- 
tion’s products. A few are also sent 
short IBM card questionnaires, ask- 
ing them to check answers to ques- 
tions on personnel courtesy, station 
cleanliness, and service. If the cus- 
tomer fills in and returns the card, 
he gets another gift. 

The dealers know these spot checks 
are being made and that they will be 
graded. The five dealers who receive 
the highest ratings will get $1,000 
each in December. Tenneco is urging 
that the winning dealers take $500 
for themselves and split the other 
$500 with their employes. 

In building up its credit-card busi- 
ness, Tenneco is also offering the deal- 
ers something. A dealer gets $1 for 
each credit-card application that origi- 
nates with him. 

Tenneco will spend about three 
times as much on its advertising and 
promotion as it did last year, when 
it operated as Bay Petroleum. The 
tab is expected to grow considerably 
in each of the next few years as the 
company pushes its “we-mean-busi- 
ness” theme throughout the nation. 


Humble Oil has made a deal to 
operate a superhighway concession at 
a new Disneyland-type amusement 
park scheduled to open this fall in 
Dallas. Humble is expected to tie in a 
big service-station promotion cam- 
paign with the park’s opening, possi- 
bly offering tickets to the park at 
half-price. 

Pulling out all the stops on ad- 
vertising and promotion as it strives 
to put over the Enco brand, Humble 
also has a number of interesting gim- 
micks scheduled for the remainder of 
1961. It will have a toy this winter 
which it thinks may outsell the minia- 
ture oil-well derricks it sold last year. 

Humble currently has an “Energy 
Travel-cade” promotion going which 
offers motoring vacations as top 
prizes. For instance, the grand prize 
provides a family vacation for five 
years. The winner will get a mileage 
allowance of 10¢ per mile for 5,000 
miles, plus $50 per day for 14 days. 

One thing missing from the heavy 
concentration of Humble’s advertising 
of the Enco brand is emphasis on its 
super-premium. It concentrates in- 
stead on the total-energy concept. One 
reason for this is the lack of interest 
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now in super-duper gasoline for super- 
duper cars. 


While Humble is merely soft pedal- 
ing the super-premium issue, Tenneco 
and American Petrofina have come 
out flatly against super grades in their 
advertising copy. 

Tenneco is saying in its advertising 
that it has just two pumps, which sell 
only a regular and a premium. Each 
is top quality, it says, and any car’s 
needs will be satisfied by one or the 
other. 

Fina, meanwhile, has started a cam- 
paign which takes a dig here and 
there at claims of both super service 
and super products packed with addi- 
tives. Fina says its campaign will be 
one of “plain talk.” 

It now has “shocking pink” trans- 
ports cruising between its refineries 
at Wichita Falls and Mt. Pleasant, 
Tex., and its Dallas headquarters. It 
is also asking jobbers in other areas 
to consider the pink color for one or 
more of their vehicles. 

The aim, of course, is to draw as 
much public attention as possible to 
Fina’s new advertising campaign, 
which promises pink air for customers’ 
tires “around 1966 or thereabouts.” 

Fina is also using numerous other 
stunts, all built around the pink-air 
gimmick. 

Jack McKenzie, public-relations of- 
ficer for American Petrofina, has been 
assigned the job of interviewing each 
Fina jobber as the personal repre- 
sentative of Jack Shea, marketing vice 
president. Shea wants to find out just 
what each jobbers sees wrong with 
marketing today. 

Fina, incidentally, is restricting its 
advertising for the remainder of 1961 
to newspapers and magazines. G 


Phillips Petroleum Co. expects to 
have its 150,000-gal. LP-gas terminal 
at West Memphis, Ark., on stream 
by Sept. 1. It will be the first terminal 
in the industry to be supplied exclu- 
sively by Phillips’ new 30,000-gal. 
super-king-size railroad tank cars. 

Phillips is turning operation of the 
terminal over to WardenGas Inc., a 
division of Warden’s LP-Gas Service. 
Warden’s has been supplying LP-gas 
to the east Arkansas market since 
1938. 

Once the terminal is on stream, 
WardenGas will be able to cover a 
market within a 100-mile radius of 
the terminal. 


>Gulf Oil has been analyzing its dis- 
tribution costs, and there are hints 
that it has some new things in the 
works to reduce them. Details are 
lacking at this time, however. 
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NEW SERIES S58 


Consumer 
Accounts 


Open more new consumer accounts 
with the new, lower Bennett Fleet Jr., 
now only 40” high. You can now offer Fleet 
Jr. economy to your customers, plus the smart, 
modern compact styling that’s changing the face of the nation’s 
service stations. 
Fleet Jr. sells while it saves — brings convincing economies to 
your customers: 
e Accurate control of fuel costs @ Easier, faster, safer refueling 
@ Padlock provision for pilferage protection 
You save, too! Fleet Jr. pumps are inexpensive to service and 
maintain. Working parts are easily accessible for inspection and 
adjustment, while a heavy-gauge steel housing over a sturdy 
welded chassis shrugs off rough handling. 
Build more consumer business with Fleet Jr., the pump that 
gives you less maintenance, gives your customer greater fueling 
economy. See your Bennett representative. 
Fleet Jr. features: 
© New, lower, fresh styling @ Direct drive rotary vane pump 
e Horizontal register © Perfect dial readability, regardless of 
vehicle size @ Built-in strainer, built-in check and by-pass valves 


JOHN WOOD COMPANY 





PHILLIPS The brand 
that means 


Increase your sales with Phillips 66 top- 
quality tires. Increase sales with all the 
famous-name Phillips 66 products. In- 
crease profits, too! Phillips own brand 
of practical business counseling helps 
you build profits as well as sales. For 
information, write, wire or phone: 


PHILLIPS PETROLEUM COMPANY, 
Bartlesville, Oklahoma 
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The East 


Pennsylvania jobbers 
weigh effect of rise 
in tax on gasoline 


GASOLINE JOBBERS in Pennsyl- 
vania believe that more monthly com- 
parative gasoline consumption totals 
are needed before 
they can get a 
good picture of 
what’s happened 
since the _ state 
hiked its motor- 
fuels tax 2¢ gal. 

Associated Pe- 
troleum _Indus- 
tries of Penn- 
sylvania (APIP) 
says consumption 
in April, when 
the state tax went 
from S¢ gal. to 7¢ gal., was 33% 
below March and 25% down from 
April, 1960. It blames the higher tax 
for the drop. This calls for a little 
explanation. 

APIP says March, 1961, figures 
show a 22.4% boost over March, 
1960, and it is this, jobbers say, that 
explains part of the April drop. They 
add that almost anybody with storage 
—dealers, commercial accounts, and 
jobbers themselves—filled tanks just 
before the increase. In other words, 
a good deal of the normal April busi- 
ness was done in March to beat the 
hike. 

One jobber, who sells a_ utility 
10,000 gal. a month, says the account 
took 30,000 gal. at the end of March. 
“Now we won't sell him again for 
three months,” he adds. The account’s 
consumption won’t go down even 
though state figures will show a drop 
in the following months. This situa- 
tion, repeated enough times, would 
cause April “consumption” to drop. 

That’s why jobbers say they want 
to see figures for subsequent months, 
compare them with a year ago before 
they come to any definite conclusions. 
They point out that real consumption 
— gasoline bought by motorists — 
probably did go down some after the 
new tax went in, but not as much as 
industry “consumption” figures show. 
The latter reflect movement of prod- 
uct into retail channels on which the 
tax is paid prior to the actual sale to 
the motorist. Normally, there’s a close 
relationship between retail sales and 
industry “consumption” figures. But 
this relationship can go haywire when 
a tax hike comes along. And it takes 
time for the real picture to come into 


~ Be 
Cornelius Brodersen 


Regions 


Here’s how the gallonage picture 
has been shaping up for a few jobbers 
in the state (comparisons are with 
year-ago figures): 

e Jobber A: March up 30.6%, 
April down 19.3%, May up 17.7%. 

e Jobber B: March up 22%, April 
down 27%, May down 5%. “But we 
»icked up over April.” 


e Jobber C: April up 1.5% and 


May up 12.1%. 

Another jobber says that, with the 
exception of March, his business has 
been down since the first of the year. 
For him, January was down 2.5%, 
February was down 6%, March was 
up 22%, and April down 20%. May 
gallonage was still down, but showed 
about an 8% pickup over April. 


No one denies the 2¢-gal. hike has | 


hurt. Two branded jobbers in western 
Pennsylvania say they’ve lost gallonage 


to private brands. In one area, the | 


price favored private brands by 4¢-5¢ 
a gal.; in another, it is 3¢ gal. “The 
tax hike which pushed branded prod- 
uct over 30¢ a gal.,” a jobber points 
out, “scared people into buying pri- 
vate brands.” 


The other, who runs a company sta- | 
tion, says, “Since we got a 1.5¢-gal. | 
allowance from our supplier and cut | 
prices by that much to bring us under | 


30¢ a gal., we’ve seen a lot of cus- 
tomers we lost to private brands come 
back to us.” 


While such situations affect jobber 


sales figures, they don’t have much 
effect on state consumption totals. 


But there are cases where the higher | 


tax does affect state consumption 
totals. It involves marketers along the 
state’s borders. 

Prior to Apr. 1, posted prices in 


adjoining markets of Pennsylvania | 
and New Jersey were the same. After | 
Apr. 1, gasoline was 2¢-gal. cheaper | 


in New Jersey. “We undoubtedly lost 
gallonage to nearby New Jersey sta- 
tions,” says a border-area Pennsyl- 
vania jobber, “because we noticed a 
lot of $1 sales at our stations.” But 
since the tax in New Jersey went up 
1¢-gal. on June 1, the differential in 
favor of New Jersey is 1¢-gal., not 
enough “incentive” to motorists to buy 
out of the state. “We're getting back 


that gallonage slowly,” the same job- | 


ber adds. 

Before Apr. 1, Keystone State mar- 
keters near the Maryland line had a 
2¢-gal. posted-price advantage over 
Maryland prices. Maryland bargain 
hunters near the line bought gasoline 
in Pennsylvania. One jobber with sev- 
eral dealers near the Maryland line 
says 25-30% of their gallonage went 
to Marylanders. The tax hike wiped 
out this differential. 
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IDEAL FOR 
LIMITED 
TRANSFER 


BENNETT 
1008G 
TRANSFER PUMP 


Sturdy, safe, efficient, this 
Bennett 1008G Transfer Pump 
is ideal for most limited petro- 
leum transfer. All-metal built, 
with automotive, piston-type 
rings, it takes roughest han- 
dling, under severest conditions. 
Easy lever action delivers 10 
gallons a minute, about a quart 
per stroke. Self-priming. No 
foot valve required. Vacuum 
breaker permits complete drain- 
age, prevents siphoning. Fur- 
nished with an 8’ hose and tele- 
scoping intake pipe. 





HOW HARD ARE YOU TO CONVINCE? 


Just what would it take to convince you that now’s 
the time to replace your old automatic nozzles? 
How about this? Would you buy a nozzle because it— 


e is lighter, and better j 
looking? 


4 


e is more rugged, ~ © has scuff guard and 
easier to use? magnetic cap holder? 


e has more positive ® is more reliable, has has a full J year 


shut-off? fewer moving parts? guarantee? performance? 


The new Buckeye #100 Automatic Nozzle has 
all these features—and more. Currently con- 
vincing thousands of users—everywhere! 


For additional details and your copy 
of the new Buckeye Service Station 
Equipment catalog ...WRITE 


Buckeye Iron & Brass Works 
'€. P. 0. Box 883 Dayton 1, Ohio 


NEW BUCKEYE #100 cauctomor NOZZLE 
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The same jobber says his truck- 
stop dealers on the border also feel 
the pinch. Where truckers used to buy 
in Pennsylvania, they are now filling 
up in Virginia and further South. 

A posted-price differential of 1.6¢- 
gal. in favor of Pennsylvania existed 
along parts of the Pennsylvania-New 
York line, enough to attract New 
Yorkers. Now, in some of these areas, 
the differential favors New York by 
0.4¢. Where New York counties levy 
a local tax, posted prices in the two 
states are about the same. 

And a jobber in the northwestern 
part of the state says the tax hike put 
an end to the 2¢-gal. price differential 
that favored Pennsylvania over Ohio. 
“Now we're even,” he says, “and 
that’s cost us some gallons.” 

While there is some feeling among 
marketers that “next year’s legislature 
will have to act on this tax matter,” 
it may be a tough job to convince the 
state the tax should be lowered. De- 
spite a 25% decline in April, 1961, 
gallonage over April, 1960, gallonage 
(assuming all gallons to be “taxable”), 
the state gained $706,922.99 or 5.1% 
in tax revenue this April over last 
April. 


> In its Eastern expansion, Phillips Pe- 
troleum has signed Superfine Fuels 
Co. as its first full-line jobbership in 
the Philadelphia area. 

Basically a private-brand heating-oil 
operation for 31 years, Superfine is 
expanding into gasoline marketing for 
the first time under the Phillips shield. 
Joe Goldenberg, Superfine president, 
says, “We've got to get some outlets 
now.” No definite number of stations 
is planned. 

As a heating-oil jobber, Superfine 
has been serving more than 7,000 ac- 
counts in the city with light and heavy 
oils. Annual gallonage is in excess of 
26-million gal. The company has two 
bulk plants in the city and leases a 
barge terminal on the waterfront. 


Tidewater Oil Co. has purchased 
its jobber operation in Glens Falls, 
N. Y., retained the principal owner 
for its management, and is running 
the business as a consignee opera- 
tion. The jobbership is Glens Falls 
Distributing Co., a Tidewater jobber 
since 1928. Running the operation 
now is L. J. Meynehan, former presi- 
dent of Glens Falls Distributing. 

Tidewater took over five service 
stations, a number of dealer and com- 
mercial accounts, a bulk plant, office, 
warehouse, and garage. 

The operation covers Warren Coun- 
ty and parts of Washington and Sara- 
toga counties. 


~ Who says “Free Air and Water” ? 


| 





= 


Without 
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Air and 
Water 
Cost 

Plenty! 


An 


s) 


No gas station makes money on the time an attendant takes 
to locate and refill a water can, or untangle a snarled air hose. 
And an impatient motorist won’t become a steady customer 
if he has to wait while a serviceman fumbles with tire gauge 
and hose, checking, inflating and rechecking— four times. 


Air and water are right on the island—an arm’s length from 
the attendant — when there’s an Eco Islander on the job. An 
Islander makes air and water really free—free of wasted 
steps, wasted time, free of costly lost man-hours piling up 
every week. Cars spend less waiting time and spend more 
sales time —the Eco Islander gets you under the hood and 
down to the wheels for more money-making TBA sales. 

No station can afford to be without an Eco Islander. Labor- 


savings, plus bigger TBA sales, more than pay for the Eco 
Islander. See your Bennett representative today. 





now! 


ANEW OPERATOR 





by the originators 
of cable control in 1933 
for truck tanks* 


Now, Philadelphia Valve offers a new cable control 
operator which is more compact, more rugged and 
weighs only half as much as our previous model. 
Side frames are of heat-treated aluminum with steel 
cross braces. Levers are of malleable iron, shorter 
and heavier in section, with oilless bronze bearings. 
Malleable iron offset links can be attached to either 
one of two holes providing cable movement of 1% 
in. for older types of emergency valves or 2 in. for 
newer larger valves. 











Other outstanding features of this new 








operator include the following: 





@ Fusible link that will melt in case of fire, permitting a spring- 
loaded trip mechanism to close the valves. 


@ Provision for manual tripping from two or more remote points 


@ Theend frames are provided with slots so that the operator can 
be converted into a selective type simply by adding a slotted bar 
that slides into the slots 


Adaptable to pulley operation when desired (ball bearing pulleys 
are available) 


In any size frame from 1 to 10 compartments (5-compartment 
operator is only 81/8 in. wide x 103/16 in. deep x 1511/16 
in. high and weighs only 14.4 Ib.) 

















Operator can be mounted in any convenient position. 


Send for detailed information and prices “U.S. Potent No. 1,932,972 





PHILADELPHIA VALVE COMPANY 


ARAMINGO AVENUE AND EAST TIOGA STREET, PHILADELPHIA 34, PA. 


DISTRIBUTORS: 
NORTHEASTERN: PETROLEUM SERVICE & SUPPLY, INC., 37 BROOKLEY ROAD, JAMAICA PLAIN 30, MASS. « OIL MARKETING EQUIPMENT 


COMPANY, 325 FREMONT STREET, SAN FRANCISCO 5, CALIF. e HOWARD SUPPLY COMPANY, 5125 SANTA FE AVENUE, LOS ANGELES 11, CALIF. 


‘ 
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Rockies 


Colorado judge rules 
blending pump legal, 
but ruling faces test 


COLORADO ATTORNEY GEN- 
ERAL Duke Dunbar says he will ap- 
peal a Denver district-court judge’s 
ruling that use 
of Symington- 
Wayne Corp’s 
Blend - O - Matic 
gasoline pump is 
legal in the state. 
Dunbar says the 
Colorado Su- 
preme Court may 
not rule on the 
appeal until next 
spring. 

The judge had 
overruled Dunbar’s opinion that use 
of the pumps violates a state law pro- 
hibiting the mixing of fuel by retailers 
and requiring the sale of gasoline in 
the form in which it comes from the 
refinery. 


By Frank Pitman 


The purpose of the law, Dunbar 
said, was to protect the public from 
fraud and deception and to guarantee 
that fuel products are as represented 
by the distributor. He claimed the 
state inspector would be frustrated 
in his efforts to trace the identity of 
a mixture of fuel products as sold by 
a refinery if he picked up a sample 
from a blending pump. 

Symington Wayne’s suit contended 
the oil inspector’s refusal to approve 
their pump was “arbitrary, an abuse 
of discretion, and contrary to law.” 
The company also questioned the con- 
stitutionality of the Colorado fuel-mix 
law. 

In ruling in favor of the pump man- 
ufacturer’s appeal, judge Robert W. 
Steele said that it was obvious beyond 
contradiction that whatever mixing 
was done by the device was done at 
the request of the customer. He added 
that the customer is not deceived or 
defrauded in any way by the blending 
pump. 

“If he requested five gallons of 
gasoline and five gallons of milk, I 
suppose the filling station attendant 
could give him what he wanted with- 
out violating any statute of Colorado. 

“I can see no particular difference 
between a customer who wants two 
types of gasoline put in his tank from 
two different pumps and two different 
hoses from a request that it be done, 
if it can, from one hose,” Judge Steele 
said. 


Regions 


The judge ruled that the public in- 
terest, as he saw the evidence, was 
not affected whatever by the opera- 
tion of Symington Wayne’s pump, and 
that the protection of the public was 
not involved—and that both of those 
matters were the basis for the state 
statute. 


The West 


Suit charges Shell 
sold below cost in 
California price war 


A DEALERS ASSOCIATION and a 
distributor have filed suits charging 
that illegal tactics were used against 
them in a California price war. The 
state’s assistant attorney general says 
his office will assist the prosecution 
of such private suits any way it can. 

The International Service Station 
Assn. (ISSA) charged in a Superior 
Court suit that Shell Oil Co. sold 
gasoline below cost and used dis- 
criminatory pricing tactics. 

The suit followed a $90,000 treble 
damage suit filed against Shell and 
Wilshire Oil Co. by Coldiron and 
Peeples Oil Co. of Redwood City. The 
plaintiff contends it lost $30,000 dur- 
ing a price battle between Shell and 
Wilshire, a subsidiary of Gulf Oil 
(NPN—lJuly p78). 

William C. Dixon, California as- 
sistant attorney general for antitrust, 
said in a speech to the Serve Your- 
self and Multiple Pump Assn., that 
his office will help in any way it can 
in such suits. The state intends to 
encourage private suits rather than 
take action itself, Dixon says. 

John A. Touhey, executive secre- 
tary of ISSA, says Shell violated the 
California Business and Professions 
Code. He says the price of regular- 
grade gasoline at brand stations in 
Bakersfield, for instance, is 24.9¢ gal. 
He says this is below the actual 
wholesale tank-wagon price. 

Conditions have become so bad, 
Touhey says, that in the past few 
months more than 30% of the in- 
dependent service-station dealers in 
California have been forced out of 
business. He says the turnover of 
major-brand stations is over 35%. 

An informed observer says the 
ISSA suit against Shell is unique be- 
cause it is brought against a major 
oil company directly for selling below 
cost to its dealers and consignees— 
it does not involve selling at retail. 

The suit allegedly will reveal that 
the net amount of money returned 
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GAS PUMPING PROBLEM, 


SOLVES © 


RAM permits maxi- 
mum flexibility in 
multi-island layout, }. 
with minimum initial Py 
installation cost. One ' 
unit operates as many 

as eight dispensers. 


On the rare occasion that the RAM 
system needs attention, Bennett’s ex- 
tractable head and instant electrical 
disconnect permits the entire below- 
surface system to be lifted out as a 
complete unit in minutes. You get 
Bennett durability all the way. 


Submerged in the storage tank, RAM 
pumping units keep the system under 
pressure. There’s no chance of vapor 
lock, even with most highly volatile 
fuels available now or in the future. 
For greatest capacity at the nozzle, 
couple a RAM Remote Pump to 
Bennett Dispensers with their friction- 
free, all-metal meter. 


Two sizes for all needs: Ys horsepower 
4-stage RAM for top performance 
from up to three dispensers on one 
pumping unit. 


¥% horsepower 4-stage RAM exceeds 
gallonage requirements for busiest 
super service station. 


JOHN WOOD COMPANY 





the POWER brand... 


Hottest line of products... 
Conoco offers you products with benefits your 
customers want! Conoco Premium Gasoline has 
TCP*pius...to give cars up to 17 more miles per 
tankful, up to 15% more power! Conoco all-season 
Super Motor Oil is fortified with an exclusive dis- 
covery that oil-plates engines, protects them 24 hours 

a day. Good reasons to switch to Conoco! 


*TM and pat. owned by Shell Oil Co. 


backed by hottest advertising! 


Conoco really believes in advertising. Now custom- 
ers will see big, colorful Conoco ads in LIFE, Look, 
Saturday Evening Post, and newspapers throughout 
Conocoland. They'll see and hear Conoco adver- 
tising on Television and Radio...telling them why 
Conoco is the distance‘brand...the power brand... 
the hottest brand going! 
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Contact your nearest 


CONOCO 


Division Manager 
today! 


H. U. McBirney 
400 W. Madison Street 
Chicago 6, Illinois 


J. G. Willis 
6183 The Paseo 
Kansas City 10, Missouri 


K. R. White 
P. O. Box 393 
Lincoln 1, Nebraska 


R. W. Abrahamson 
912 Baker Bldg. 
Minneapolis 2, Minnesota 


Dale Chapman 
Southern Division 
1755 Glenarm Place 
Denver, Colorado 


Cc. 0. MacLeod 
Northern Division 
1755 Glenarm Place 
Denver, Colorado 


E. G. Hoover 

244 Rowan Bidg. 

6000 Camp Bowie Blvd. 
Fort Worth 16, Texas 


Dean L. McGregor 
800 Commerce Bldg. 
New Orleans 12, Louisiana 


T. R. Abernathy 

401 Fidelity Nat'l Bidg. 

200 N. Harvey 

P. O. Box 795 

Oklahoma City 12, Oklahoma 


W. E. Biggerstaff 
P. O. Box 2197 
Houston, Texas 








©1961, Cont tal Oil Company 
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to the company on sale of gasoline 
to a dealer during a price war would 
not pay for the cost of crude oil, | 
even if the crude yielded 100% 
gasoline. 

An observer says: “This suit, in- 
stead of beginning at retail, begins 
at the well-head and is prima facie 
evidence of below-cost selling, everr 
though the dealer, due to his rebate, | 
may enjoy a small profit.” 





> The new oil-heat promotion drive | 
|by Oil-Heat Institute of Oregon is | 
built around the phrase “The fact. 
is—.” OHI’s advertising agency con-| 
tends this approach helps convince | 
people that statements which follow 
are true. 

Typical of the statements that fol- 
low such an opener is “oil heat costs 
less than gas or electricity.” And 
copy in the ad presents a cost-com- 
parison chart, telling readers how to| 
use it to prove the oil-heat-costs-less 
story. 

Other information is used in the | 
copy, such as “Fact: Oil prices} 
go down; gas and electric prices| 
rise,” along with a chart showing oil 
prices decreasing 8% while gas rates 
have gone up 8% since 1957 and 
electric rates have risen 11% in the 
same period. 





If you’re an oil jobber in Califor- 
nia and a member of a local school 
| board, the state’s conflict-of-interest 
| laws bar you and your company from 
| doing any business with the board. 
This ruling comes from the state 
|attorney general’s office. 

| The ruling stems from the case of 
a jobber, who was a member of a 
‘school board in the Lake Arrowhead 
region, whose jobbership was awarded 
the school contract for fuel oil, anti- 
| freeze, and solvent. 

Though he abstained from voting 
|on the contract, and though minutes 
| of the meeting made note of his busi- 
ness connection, the matter came to 
|the attorney general’s attention be- 
cause of what appeared to be a con- 
flict in the state penal code. One sec- 
tion says that where a board member 
abstains from voting and where the 
contract is just and reasonable, there 
is no conflict of interest. But another 
section says no member of the board 
shall be interested in any contract 
made by the board of which he is a 
member. 

The attorney general said the con- 
tracts were invalid because in this 
particular case the board member was 
to receive a direct pecuniary interest 
in the contract. 
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New economy-price 
electric pump 


DELIVERS 
UP. T0 
GALLONS 
A 
vei MINUTE 





Model 57-6 KR-69 
Underground 
Tank 


Model 57-8 
Skid Tank 











Farms, construction sites, facto- 
ries, ranches, and estates need an 
electric utility pump with Bennett 
dependability at an economical 
price—and here it is. The Series 57, 
is a lightweight, portable, easily- 
installed electric pump for a va- 
riety of pumping applications. 

Bennett engineering has elimi- 
nated belts and gears to provide 
a direct-drive pumping unit with 
a minimum of parts, all perma- 
nently lubricated. The three basic 
models, pedestal, skid tank, or 
underground tank, each deliver up 
to 12 gallons per minute; all have 
meters, and are available with 
choice of counters. 

The Series 57 pump, meter and 
motor assembly, is Underwriters’ 
Laboratories-approved. Durable 
red baked-enamel finish assures 
year-round weather-resistance. 


JOHN WOOD 
COMPANY 


BENNETT PUMP DIVISION 
Muskegon, Michigan 
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You get fast delivery 
from local stocks 
s cm 
Gates Soft-Wall Hose eliminates Sanne 
" 7 in all parts o e 
main cause of curb pump hose failure sesrsrsc.'cc, 
hose on hand, backed 


Operators report that the most frequent single cause of curb pump by Gates Stocking 
Service Centers in 


hose failure is damage by crushing. To eliminate this damage, Gates every mater gugeiaien 
24B Curb Pump Hose is made with a strong, lively soft-wall con- area. Call your nearby 
struction. After being run over and crushed, this hose springs back Gates Oil Equipment 
: h dented d d fe t Distributor when you 
into shape—undented, undamaged, safe to use. ened paleibiaeh tte 
This new Gates hose for retracting-cable pumps has been tested and of any Mind. 
approved by major oil companies, and by Underwriters’ Laboratories. 

A Gates Hose for any 


Operators prefer this hose for these reasons: petroleum marketing 
need is quickly available 

1 New spring wire inserts at coupling and nozzle prevent collapse or kinking .. . from your local Gate: 

combine advantages of both soft-wall and hard-wall construction. Oil Equi pment ee 


2 The soft-wail construction is strongly resistant to damage by crushing. Distributor 
3 The hose is highly flexible and light in weight .. . reduces operator fatigue. 


4 Dangerous split-type failures are prevented by the strong carcass, braided of 
tightly-woven, high-tensile cords ... assuring safety in use. 


& There is no torque wind-up from twisting ... hose is easy to handle. 


The Gates Rubber Company, Denver, Colorado 


Gates Curh Pump Hose 
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Southeast 


Alabama legislature 
weighs bills . . . Cities 
Service consolidates 


TWO BILLS affecting oil marketing 
are stirring things up on the floor of 
the Alabama legislature. 

One proposal 
would put LPG 
dealers under 
Public Service 
Commission reg- 
ulation to almost 
the same extent 
as a public utility. 

The bill, writ- 
ten and _ backed 
by the Alabama 
LPG Assn., calls 

By B. E. Barnes for these basic 

measures: 

All dealers in LPG or LPG equip- 
ment (including contractors, plumb- 
ing — supply sellers, retailers, etc.) 
would have to be licensed by the 
Commission. 

LPG dealers would not be licensed 
to do business statewide, as at present. 
Their licenses would be only to serve 
the territory they covered on May 1 
this year. Any new LPG dealers, or 
present dealers wishing to expand op- 
erations, would have to get the Com- 
mission’s permission by showing how 
the public interest would be better 
served by the dealer’s moving into 
new territory. 

The bill would also allow the Com- 
mission to manipulate rates. It states 
that if rates charged by LPG dealers 
are discriminatory, or prejudicial, the 
Commission can “correct” the rates 
at any time. 

LPG dealers have for several years 
been under jurisdiction of the Alaba- 
ma LPG Commission, a group made 
up of members of the Public Service 
Commission. But the LPG Commis- 
sion’s powers were limited to safety 
policing, and their ability to back up 
safety rules was quite weak. 

The new bill would give great 
strength to present LPG dealers, while 
limiting future competition, and leav- 
ing room for the Commission to affect 
pricing. 

Why are LPG dealers pushing for 
government control? W. D. Amos, 
Executive Secretary of the Alabama 
LPG Assn., says his association is sup- 
porting the bill because, “We’re try- 
ing to prevent what has already hap- 
pened in Texas and Oklahoma. In 
those states the dealers are falling all 
over each other—they’re really hurt- 
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ing. But on the other hand, the mar- 
ket is orderly in Arkansas because 
they have regulation similar to the 
kind we’re trying to get with this bill.” 

The Alabama Petroleum Council is 
opposing the bill. Natural-gas interests 
in Alabama are said to be opposing 
it, but they didn’t show up at commit- 
tee hearings to express opinion one 
way or the other. The Alabama Job- 
bers Assn., still debating what stand 
to take, is in a ticklish spot because 
10 members sell LPG. 

Another bill being watched closely 
by oilmen is a proposed reduction in 
the tax on aviation gasoline. Alabama 
takes a 7¢ rake-off off from each gal- 
lon of aviation gasoline sold in the 
state. The bill would reduce the pres- 
ent tax (highest in the U.S.) to 1¢ 
gallon. Money from the aviation tax 
goes into a special fund for airport 
development. 

Legislators fighting the bill say the 
6¢-gal. revenue loss would slow the 
state’s progress in construction of 
small-town air facilities. 

The bill’s supporters say the De- 
partment of Aeronautics uses the 
money to build airports that aren’t 
needed. One Representative calls the 
gas-tax money a “slush fund.” He 
says one Alabama county has two air- 
ports, serving five planes. 

Rep. Roscoe Roberts, a Huntsville, 
Ala., attorney, says the high tax is 
“throttling” Alabama’s aviation devel- 
opment by discouraging planes from 
landing in Birmingham and Mont- 
gomery. The representative points out 
that smaller communities in other 
states, such as Chattanooga, Tenn., 
and Jackson, Miss., have more sched- 
uled commercial-airline landings than 
Birmingham. Atlanta’s air traffic is 
mushrooming, while Birmingham is 
near the bottom of the list in land- 
ings-per-day for cities of its size. 

Several top commercial-airline ex- 
ecutives have appeared at committee 
hearings on the bill, confirming the 
fact that they avoid refueling in Ala- 
bama, whenever possible. 


> Two North Carolina oilmen have 
been named to the national Football 
Hall of Fame. They are: 

George McAfee, a halfback for 
Duke University in 1937-39 and later 
for the Chicago Bears. He’s now a 
Shell fuel-oil jobber at Durham, N.C. 

Charlie (“Choo-Choo”) Justice, 
All-America halfback at the Univer- 
sity of North Carolina in 1948-49 and 
with the Washington Redskins from 
1950 to 1954. He is a Phillips 66 job- 
ber at Henderson, N. C. 


> Heating-oil jobbers in the Wilming- 
ton, N. C., market are planning to 
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BOOST 
ADD 
QUART 
SALES! 


CHECK YOUR Oll | 


A ENO. 6s 


a 
” al 


BENNETT 
OIL MERCHANDISER 


Sell the one out of every 
three customers who will 
buy oil when it is offered! 
Put an Oil Merchandiser 
on your island to remind 
customers to check their oil! 
Empty can and drip recep- 
tacle keeps island neat. 
Panel lock ends pilferage. 
Illuminated sign available 
to increase sales impact. 


JOHN WOOD 
COMPANY 


BENNETT PUMP DIVISION 
MUSKEGON, MICHIGAN 
IN CANADA: JOHN WOOD 
COMPANY LIMITED 
Toronto * Montreal 
Winnipeg * Vancouver 
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help builders sell oil-heated homes. 

The New Hanover Oil Heat Coun- 
cil is planning to pick up half the tab. 
up to $50, when builders put on an 
advertising campaign. 

In the first three months on 1961, 
say local oil jobbers, electric heat 
had 50% of the new-home market, 
oil had 40%, and natural gas 10%. 


Cities Service Oil Co.’s Atlanta of- 
fice has changed from a one-state 
to a five-state headquarters. The At- 
lanta headquarters will manage dis- 
tribution and sales in Georgia, 
Alabama, North Carolina, South 


Carolina, and the eastern two-thirds 
of Tennessee. 

Heading the new division is Ben T. 
Windham, former division manager 
at Charlotte, N. C. 

Nine Cities Service executives are 
moving to Atlanta as the company 
changes to multi-state control. 

Wholesale Sales Manager R. C. 
Moore comes from Birmingham; Re- 
tail Sales Manager H. W. Randolph 
from Little Rock; Operations Super- 
intendent Henry Rowton from Little 
Rock; Office Manager F. C. Courtney 
from Shreveport, Dealer Sales Pro- 
motion Manager Marcus A. Royal 


“MY DISTRIBUTOR SWITCHED TO RICHFIELD 
NOW I'M HITTING THE JACKPOT!” 


Your dealers — and you — will hit the jackpot when you switch to a 
Richfield Distributorship. Richfield is more rewarding...you can bank 
more “jack.” You’ll get the very highest quality in products, in mer- 
chandising, in advertising, in supplier help and cooperation. PLUS 
the exclusive benefits of this unwavering policy: Richfield does not 
market its brand of products in competition with Richfield branded 
distributors! Let’s talk in confidence. Call or write Richfield now. 


Serving the Eastern Seaboard from Maine to Florida 


RICHFIELD 


OIL CORPORATION OF NEW YORK 
708 Third Avenue, New York 17, N.Y. 


from Shreveport, TBA Sales Mana- 
ger M. W. McLanahan from Char- 
lotte; Industrial Sales Manager R. D. 
Stogner from Shreveport; and Distri- 
butor Development Manager R. A. 
Smreker from Columbia, S. C. 

In another move from single-state 
to multi-state operation, Cities Serv- 
ice is setting up a Shreveport division 
to manage sales and distribution in 
Arkansas, Louisiana, eastern Texas, 
Mississippi, and the western third of 
Tennessee. 


Canada 


Credit-card delinquency 
grows; Shell charges 
extra on overdue bills 


TOO MANY CANADIANS have 
been playing high, wide, and hand- 
some with their gasoline credit cards, 
according to some big Canadian oil 
companies. And the companies say 
they’re going to crack down. 

The delinquency rate among “gas” 
card holders keeps going up, and the 
oil companies find collecting overdue 
accounts is an expensive business. 

Credit sales add up to huge busi- 
ness for Canadian oil companies. In 
March they had $39-million on the 
cuff. 

So, you can look for a general pat- 
tern of “service charges” like the one 
announced by Shell Oil Co. of Can- 
ada. Shell is charging its credit-card 
holders 1% a month on overdue 
balance. 

It’s really a “delinquency charge,” 
but Shell doesn’t call it that. 

The rising delinquency rate in gaso- 
line credit doesn’t necessarily hint at 
anything gloomy in the economy. 
Overdue credit-card accounts started 
to rise when the recession deepened, 
but they are continuing to rise even 
with a moderate recovery underway. 
The cause is a combination of several 
things: 

e Some Canadians whose incomes 
suffered during the recession used the 
oil companies to stretch out their 
spending cash. 

e Many Canadian motorists really 
can’t afford the cars they drive and 
can barely scrape up the operating 
costs, 

e Gasoline-station credit cards are 
easy to use, and bills can mount quick- 
ly. Customers also can tack on many 
extras, like motor repairs, tires, ac- 
cessories, and even outboard-motor 
supplies. 
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Maine 


Oil-heat push planned 
before it’s too late 


MAINE’S HEATING-OIL jobbers 
aren’t waiting until it’s too late to 
make plans to fight competitive fuels. 
At the annual convention of Maine 
Oil & Heating Equipment Dealers 
Assn. (MOHEDA) in Rockland, job- 
bers learned about an oil-heat promo- 
tion program scheduled to start next 
year. Full details still have to be 
worked out. 

They were told they may have to 
ante up as much as $10,000 to match 
similar funds that may come from 
National Oil Fuel Institute to get the 
cooperative advertising program go- 
ing. 

Fighting competitive fuels is just 
one of the problems that MOHEDA 
faces in the year ahead. The others 
include: 

e Securing enough adequately train- 
ed burner-service men. MOHEDA 
may subsidize the two-year training 


course at Maine Vocational School in 
South Portland. 

e Working out some sort of affilia- 
tion agreement with National Oil Fuel 
Institute that would keep MOHEDA 
as an independent unit without step- 
ping on the toes of Oil-Heat Institute 
of New. England, which is now part 
of NOFI and which covers Maine. 

e Expanding the number and sub- 
ject matter of management institutes. 

e Increasing revenues to carry out 
its projects. Here, though, increased 
membership may pay the freight. In 
the past year, MOHEDA has grown 
from 180 to 202, with 172 dealer 
members and 30 associate (equipment 
and supplier) members. 

MOHEDA’s biggest project to date, 
one involving standards of oil-burner 
installations, may get its public bap- 
tism soon. In conjunction with Maine 
Fire Chiefs Assn., the jobber group 
has drafted a model ordinance on in- 
stallation standards that both groups 
will now try to “sell” to towns and 
cities in the state. Both groups are 
going further. Training guides are be- 
ing drafted to show oil-burner in- 
spectors what’s involved in checking 


cabinets! 


Associations 


out an installation. And MOHEDA 
is willing to give these inspectors on- 
the-job training. 

The attitude of Maine’s oil jobbers 
toward oil-heat promotion is inter- 
esting. Unlike jobbers in many other 
areas, who did little or nothing when 
competitive fuels first came into their 
markets, MOHEDA’s members do not 
subscribe to the theory that “they 
can’t hurt us.” 

While the oil jobber in Maine has 
no competition from natural gas, he 
is facing ever-increasing electric-heat 
promotion. Most of it is in the more 
heavily populated southern part of the 
state, served by Central Maine Power. 
Bangor Hydroelectric Co., serving the 
northern part of Maine, is “watching” 
electric heat, says Don McGovern, 
MOHEDA’s executive secretary, and 
has begun to push electric water- 
heating. 

While Central Maine Power is after 
new homes, McGovern says: “They 
won’t push us out of this market, but 
still they have 200 electrically heated 
homes on their lines. This represents 
the number of accounts handled by 
a good-sized oil jobbership here.” 


NEW! 
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test results 
show 


=» LESS 


SLUDGE a 


NO ADDITIVE 


ADDITIVE “A” ADDITIVE “B” TOLAD 


30 ppm 30 ppm sf 


we RR RS El Band ace NS PRE cs 


LOWEST COST 


COST OF TREATING 1000 BARRELS OF FUEL OIL 4 





20 ppm 30 ppm 
TOLAD $3.73 $5.60 
Additive “A” 3.90 5.85 
Additive “B" 5.22 7.83 


The glass fiber filters pictured above were used to 
test a 3:1 blend of light cycle stock and virgin gas 
oil. Test samples of 50 ml were used: one without 
additive, two with ToLap and two each, with 
additives A and B. After three months, storage at 
ambient temperatures, then 90 minutes at 300°F, 
the test samples were filtered (0.5 micron porosity) . 
The photos show the results: far less sludge with 
Totap and at lower treating cost. 
Toxap is available in 16 formulas to meet your 
additive requirements. 
FA-61-2 


PETROLITE 
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What They’re Saying 


About divorcement of TBA from oil marketing . . . 
Building and maintaining the good will of 


the customer . . 


¢¢ [The] idea of 
one-stop _ shop- 
ping was not the 
exclusive devel- 
opment of the oil 
marketers. Every 
merchant worth 
his salt recog- 
nized it as a re- 
tail phenomenon 
with enormous 
potential. Drug 
stores had al- 
ready demon- 
strated its success. Supermarkets and 
shopping centers were now beginning 
to spring up from one end of the 
country to another. Nonetheless, our 
competitors in the TBA _ business 
seemed to think there was something 
shady about oil companies and their 
jobbers having a direct interest in TBA 
wholesaling. We were, they said, 
usurping the ‘rights’ of those who had 
been in business before us. We were 
an ‘unfair’ competitive element.” 
Vernon A. Bellman, marketing vice 
president, Mobil Oil Co. 


¢¢ In two or three years, the gas in- 
dustry will have home furnaces ready 
for field testing which use electricity 
only from thermoelectric generators 
— completely independent of house 


| wiring.” Dr. Spencer Milliken, thermo- 
| electric research dept., Northern Iili- 
| nois Gas Co. 


¢¢ In spite of the confusion com- 
pounded by numerous astounding 


| court decisions, Congress gives no in- 
| dication that remedial gas legislation 


will come along in the near future. 


| The oil industry may find itself in the 
| incredible position of fighting to 
| maintain the Natural Gas Act as it 


stands today, rather than be subjected 
to more severe regulation by amend- 


| ments which could put the entire oil 
| industry in a strait jacket. This would 
| be a strange predicament after our 
| years of working to have the act 
| amended to free natural-gas producers 
| from its control.” Charles E. Weber, 


director, Sun Oil Co.’s Natural Gas 


| Administration 


. One tent’ for LP-gas 


¢¢ Consumers might very well be sur- 
prised to learn that the cost of heat- 
ing oil has, over the past decade, 
risen no more than 13%, substantially 
less than most other essential com- 
modities. Indeed, it is a credit to 
the petroleum industry that the price 
increment has been no greater.” John 
Winger, petroleum department, Chase 
Manhattan Bank, New York. 


¢¢ Customers to be concerned about 
are those you don’t hear from. You 
have a chance to deal with those who 
complain.” William Fluhr, W. A. 
Fluhr Inc., Red Bank, N. J. 


¢(¢ All three great fuels of the oil 
industry—burning oil, natural gas, and 
LP-gas—must unite to fight the com- 
mon problem of electricity.” Don B. 
Barton, sales manager, Skelgas Div., 
Skelly Oil Co. 


In a consumer- 
oriented industry, 
the customer is 
king. Marketing, 
therefore, must 
build and main- 
tain consumers’ 
good will. It is 
in our service 
stations that the 
great majority of 
the people form 
their opinion of 
the oil industry. 
It is, therefore, imperative that our 
service be of the best and that we 
make a friend of everyone who comes 
to buy our gasoline.” Edward L. Stein- 
iger, president, Sinclair Oil Corp. 


Steiniger 


¢¢ LP-gas marketers, producers, and 
appliance and equipment manufac- 
turers must gather under one tent— 
and this tent must be large and strong 
enough to protect the rights of each 
occupant. I particularly emphasize, if 
the best interest of our industry is to 
be accomplished, that we must have 
one tent and not a divided camp.” 
R. J. Munzer, president, Liquefield 
Petroleum Gas Assn. Inc., Chicago. 


NATIONAL PETROLEUM NEWS * August, 1961 





plybeiehe he. RI Ae 


l a 
United @ 
Delco 


Riertteeeereenernenenceenrsceinnnmerammnennownanies nh 





NOW THERE !IS 


ONE NEW NAME 
ONE NEW SYMBOL 
ONE EASY WAY 


TO ORDER, STOCK AND SELL 
AUTOMOTIVE PARTS 

















simply say Delco 


Simply say Delco... and you've said it all! A new 
name for automotive replacement parts manufactured 
by GM Divisions . . . a new identification—"United 
Delco," for United Motors Service, the organization 
which distributes the parts ... and a new symbol— 
the Circle of Precision, to replace the familiar U-M-S 
oval. They all mean Delco, and Delco means more 
efficient, more convenient, more profitable business 
for you! [MH All you do is simply say Delco to your 
United Motors representative, and you have a com- 
plete line of tune-up and light repair parts, brilliantly 
packaged and color-keyed to simplify displays, sales, 
inventory and supply. Then watch the money roll in! 


Delco- Remy / electrical system parts 
Delco Batteries 


Delco Rochester / carburetors, repair kits and 
chemicals 


Delco Packard / wire and cable 





Delco Products / shock absorbers 
Delco Harrison / thermostats 
Delco Hyatt / bearings 

a Delco New Departure / bearings 


Delco Guide / automotive lamps and lamp parts 








Delco Moraine / brake fluid and brake parts 


Delco Appliance / windshield wiper systems, 
heater, defroster and 
accessory motors 


HERE ARE SOME OF THE BENEFITS 
YOU ENJOY WITH DELCO 


FREE SERVICE TRAINING ... your customers and their 
employees can receive practical, scientific schooling in 
automotive maintenance and repair. FAMOUS LINES... 
made even more famous with Delco, a name your cus- 
tomers and car owners know and trust. In a recent survey 
of car owners, 73% said Delco is top name in automotive 
parts. LATEST CATALOG AND SERVICE INFORMA- 
TION ... that saves your countermen and outside men 
time and trouble. Information is automatically updated 
for you. EFFECTIVE ADVERTISING SUPPORT... TV, 
radio, magazines, outdoor boards! All help you sell your 
customers and, in turn, help your customers sell the 
Delco lines you carry. 
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CASH IN ON TUNE-UP, LIGHT REPAIR AND 
SAFETY SERVICE WITH UNITED DELCO'’S 


“Pattern for Profits” 


Since modern drivers demand safety and performance in 
their cars and are willing to pay for both, United Delco 
provides you and your customers with a sensible, scientific 
way to get your hands on those extra dollars. 

How? With Delco’s Tune-up Center and Light Repair 
Center. In combination, they form an efficient, well-balanced 
service operation that will attract more customers for 
everything your retail accounts sell. Start profiting now. 
Get the whole story from your United Motors representative. 


TUNE-UP CENTER .... the right inventory of fast- 
moving Delco ignition and carburetor parts, correctly 
balanced for turnover. Four cabinets available. Dealer cost 
about $90 to $600, including cabinet and parts inventory. 


LIGHT REPAIR CENTER .... durable, compact. 
Features brake parts and fluid, shocks, bearings, stats— 
all Delco! Three models, dealer cost about $210 to $610, 
including cabinet and parts. 








ANNOUNCING THE GREATEST PROMOTION 
YOU'VE EVER HAD TO STOCK YOUR 
DEALERS WITH DELCO BATTERIES... 


12 FREE TRUCKS FOR BATTERY DEALERS 


Here it is! The Delco Battery Pocket of 
Profits” promotion ...12 free trucks and 
other prizes: ladies’ diamond rings, 
stereo and hi-fi sets, color TV, movie 
cameras, all to show your customers 
how easy and profitable it is to sell 
Delco batteries! 

The big contest is for retailers to name 
the new 5-second Delco-tronic Battery 
Checker, which you sell at a special low 
price during the promotion. 


DIAL A. GET Te aarren 











ona 


PLUS SELLING AIDS 


336 PRIZES FOR SALESMEN 


For each winning entry in the retailer's 
contest, the wholesaler salesman who 
validated the entry wins, too! Prizes like 
six $1,000 and six $500 Savings Bonds, 
cameras, projectors, wrist watches and 


Free to your customers when they enter 
the contest. Brand-new “DIAL-A- 
BATTERY,” a mechanical display that 
shows consumer which Delco he 
needs, also WINDOW BANNER adver- 


many others! tising 5-second battery check. 


HOW DEALERS ENTER THE 
“POCKET OF PROFITS" CONTEST 
(see official entry blank for complete rules) 
The United Motors wholesaler salesman gives a 
demonstration of the 5-second Battery Checker 
dealer makes up a name for the checker which 
t describes its merits. 


rs} 


He writes the name on the official entry blank and 


Six new Chevy Trucks... %-ton Fleetside pickups ... all grand 
prizes! Equipped for complete road service with 4-speed trans- 
mission, 3,000-/b. rear springs, service lights, 4-ton wrecker with 
sling and other accessories. 


Six new Corvair Trucks . .. popular Rampside pickups .. . all 
second prizes! Custom-equipped with 6-ply white wall tires, 
direct air heater, 2-speed wipers and windshield washers, wheel 
covers and two-tone paint. 


Wherever you are, you find that United Delco is nearby, ready to serve you in a hundred different ways. If increased profits 
and more satisfied customers are the words you live by... why not join the largest, most progressive parts distribution team 


in the country? It’s as easy as calling your United Motors representative. UNITED MOTORS SERVICE, Division of General Motors 











WANT INSTALL-AND-FORGET-IT RELIABILITY IN A REPLACEMENT CARBURETOR? 


Delco 


The Delco-Rochester replacement carburetor is designed to satisfy quality conscious 
dealers. It matches the original equipment carburetor for reliability because both come off 
the same assembly line. And reliability is just the beginning. m Every Delco-Rochester 
carburetor is calibrated for peak performance and economy before it leaves the factory. 
Each retail sale gives your dealers a triple payoff: a low price to offer owners, more profit, 


plus repeat business from satisfied customers. m A reliable replacement carburetor is 
only one of the high-volume items available when your customers simply say Delco. For 
extra profit, get them to stock the complete line of Delco-Rochester service 
and replacement parts. They're distributed nationally through Umited Delco. 


ROCHESTER PRODUCTS DIVISION OF GENERAL MOTORS CORPORATION, ROCHESTER, NEW YORK 
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simply say Delco 


New Delco 222 heavy-duty brake fluid has passed every heavy-duty test in all states with brake fluid 
regulations; it conforms to SAE 70R1 specifications and fulfills the strict quality and performance 
requirements established by Delco Moraine, Division of General Motors. Delco 222 e won't harm 
rubber parts e has no corrosive action on metal parts e mixes with all other approved fluids e remains stable 
at braking temperatures @ has no vapor lock or boil off at high temperatures ¢ /ubricates internal parts for 
longer brake cylinder life e is free flowing at lowest temperatures encountered in actual service. Sell 
competitively priced Delco 222, and be confident your customers get the safe, reliable brake fluid 
demanded by today’s heavier cars and higher speeds. And, for extreme service applications, sell 
Delco Super 11 Extra Heavy-Duty Brake Fluid. It conforms to SAE 70R1, 70R3 and Federal Specifi- 
cations VV-H-910, is perfect for the toughest jobs. Ask your United Delco Supplier for the complete 
facts on Delco brake fluids... . Your customers deserve the best when it comes to safety. 
Delco Brake Fluid. is distributed nationally through Umited Delco 


UNITED MOTORS SERVICE, Division of General Motors 
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MERCHANDISER (M13—104) 


WINDOW TRIM (M13—103) a . . , 

Twenty ‘stats on display in attractive, 
Big, colorful and full of appeal! Re- easy-to-identify Delco-Harrison boxes. 
minds drivers they may need ‘stats now. 
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¢ SELLING GUIDE 
GASKET ASSORTMENT (M13—106) 
(A-1318) All the benefits of a 


This assortment of 112 thermostat new thermostat are in- 
gaskets is available on a special ‘ 4 e cluded in this colorful, 
basis as part of this promotion. to-the-point brochure. 


WATCH THERMOSTAT SALES GROW... 


simply say Delco 
“How about that 'stat?”’ Plant this idea and watch profits grow! The first full scale promo- 
tion on Delco-Harrison thermostats is built around a complete kit loaded with information 
on how thermostats can affect gas mileage, engine wear, acid and sludge build-up. A slide 
film is available to help you sell, too. Window banners, brochures, counter merchandisers 
will tell drivers everywhere this powerful story in thousands upon thousands of service 
outlets. Make the phrase ‘How about that 'stat?”’ part of your sales effort, and you'll be 
enthusiastically saying, ‘‘How about those sales!" So, simply say Delco . . . and ask your 
United Delco representative for full details on this all-out Delco-Harrison promotion. 

tee gs mag on gl Delco-Harrison stats, distributed nationally through Umited Delco 

three high temperature models... 


and three low temperature models to 
cover 99% of all cars built after 1955. 
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PRECISION AT WORK...BUILDING PROFITS! 


week, a clear profit of well over $800 is yours annu- 
ally. And you save money, too! The Alemite Wheel 
Balancer is complete! No extra attachment to buy 


A $3,800 EXTRA PROFIT CAN BE YOURS ANNU- 
ALLY ... doing just 2 jobs a day with the famous 
Alemite “On-the-Car” Wheel Balancer! In a little 
over a month, your new balancer pays for itself — 
completely. What’s more, balancing service uncovers 
related TBA sales that give your profits an additional 
-boost. Even with the barest minimum of 3 jobs per 


—and it never becomes obsolete! 

Compare Alemite with all others...see how you 
can be dollars ahead in profits... with equipment 
from the leader in Automotive Service Equipment! 


MOVES ANYWHERE—WORKS ANYWHERE! Alemite “On-the-Car” Wheel Balancer is easily operated, self-contained, 
precision built. Exclusive hand strobe light and pickup gives accurate meter reading indoors or outdoors— proves to your 
customer the need for a balancing job—shows him the perfect results when the job is completed. Gives both up-and-down 


and side-to-side correction! 
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CASH IN ON FAST LUBE SERVICE! If your lube bay 
is just an ordinary low-profit area, turn it into a gold mine 
with Alemite Strato-Line Lubrication Equipment. You save 
time and labor costs... get faster turnover... because no 
other pumps give you such instant power—with no time lag 
—every time the gun hits the fitting. 


ROLLING TOWARD $3,102 OF EXTRA PROFIT! 
That’s a year’s profit doing only one aligning job a 
day. The Alemite Cross-Sight Wheel Aligner needs no 
space-robbing, costly pit or ramp installation. Works 
wherever the car is—inside or out— whether on a level 
surface or not. 


— aa 
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SPECIALIZED LUBRICATION JOBS PAY OFF! 
Alemite Specialized Hand Guns help you get the right 
lubricant in the right spot. You do a better job, your 
customers are more satisfied, you save time on wheel 
bearing jobs, steering gear, other specialized points! 


the whole, big-profit story of Alemite 
Equipment. Indicate which specific 


I 1 products you are most interested in. : 
ALE pe ITE | 
WHEEL BALANCER [J Automotive Lifts [) Strato-Line Lubrica- 
STEWART- -WARNER tion Equipment [) Wheel Aligner 0 


IExcellence| oe CORPORATION 





Dept. DC-81, 1850 Diversey Parkway, Chicago 14, Illinois Name 





In Canada: Stewart-Warner Corporation of Canada, Ltd. Address 


Belleville, Ontario 
City. 
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¢ ... VET IT’S A COMPLETE TRUCK METERING SYSTEM IN ONE WEIGHT-SAVING COMPACT 








for a hetter 


measure of profit 





Everything you need for accurate metering of fueloil or gasoline is built into one 
weight-saving unit in Neptune truck meters: an efficient air-release to remove 
slugs of air, a large capacity strainer to prevent dirt stoppages, a time-saving auto- 
matic quantity control valve, and confidence-building ticket-printer. 

Only Neptune gives you all these in so little space, with so much saving in 
weight. Only three connections to make. No “extras” to buy . . . fewer chances for 
leaks . . . less chance for improper installation. 

Most important . . . all these important accessories are designed by Neptune, 
assembled by Neptune, and calibrated as one unit by Neptune. 

Add Neptune’s splendid reputation for sustained accuracy and low mainte- 
nance, arid you have the oil marketer’s most sought-after business friend. All sizes. 
Ask your Neptune Equipment Jobber or tank truck manufacturer for details. 


NEPTUNE METER COMPANY 
47-25 34th St., Long Island City 7, N. Y. 


LIQUID METER DIVISION 
Branches and Jobbers in All Principal Cities Q ine 


in Canada: Neptune Meters, Ltd., Toronto Ontario 





LOOK AT THE 


ANTAGES 


you get with 


West Bend. 


PREMIUMS 


G4 
@ \ - 


in every price range 


@ WEST BEND is nationally recognized for 
product excellence, guaranteed craftsmanship and 
outstanding value! 


@ WEST BEND gives you a wide selection of 
over 400 prized houseware premiums. 

Imaginative giftware, pantryware, cookware, 
automatic appliances, coffee makers and unique 
specialties — quality crafted in aluminum, stainless 
steel, copper and ceramics. Priced to meet your 
requirements for all sales and incentive plans. 


@ WEST BEND has designing and manufacturing 
facilities to produce a premium that is exclusively yours. 


@ WEST BEND has been merchandising premiums 
successfully for over 50 years — and offers 

you complete service — everything from inventory 
to packaging and mailing. 


anaemia 


Mail thia COUP OM today 
West Bend, THE WEST BEND COMPANY 
PREMIUM DEPT. 338 
® 


WEST BEND, WISCONSIN 


[] Please send me FREE “Profitable Premium 
Promotions” Booklet 


—_" THE WEST BEND COMPANY 


(formerly West Bend Aluminum Company) 
WEST BEND, WISCONSIN 


(0 Have your representative call 
ANNIVERSARY 


7 ADDRESS 
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Picture of a 
service station 
dealer going out 
of business! 


Dealers today can’t survive pump-. 
ing only gasoline! 


Sure, America’s gas consumption is in- 
creasing. But not at the anticipated rate of 
increase. Compact cars and foreign imports 
get many more miles to a gallon of gas. 

Car owners look at the gas pump gauge 
and smile. The look on dealers’ faces isn’t 
so happy. The situation is so serious, that as 
of Dec. 31st, 1960, five states are contem- 
plating an increase in the state gasoline tax 
to recoup their loss of expected income. 

What can the oil company dealer do? He’s 
in a position where he’s got to promote TBA 
items. They’re more important to the pros- 
perity of his business than ever before. And 
when you consider that practically all cars— 
compacts and foreign imports included—are 
equipped with oil and air filters — there’s 


SFRAMARKETING... 


where the fastest growing TBA business is. 

When you give your dealers an oppor- 
tunity to make it Fram Filter business, you 
can count on increasing oil ratios. Only 
Fram gives every one of your dealers the 
benefit of FRAMARKETING*. 

FRAMARKETING+* is the unique sales 
development service which backs your deal- 
ers every step of the way. Proven dealer and 
consumer promotions build business — in 
volume. A strong and constant advertising 
program keeps the name Fram before the 
public—makes the name Fram mean “filters” 
to millions of car owners. 

It’s time for action. Find out how you can 
help your dealers boost profits and keep sta- 
tion turnover to a minimum. For details, 
phone or write National Accounts Division, 
FRAM CORPORATION, Providence, 
R. I. GEneva 4-7000. 


eee i ae Be 


the automotive industry’s most complete service 
for development of volume filter business... 


through research, train- 


ing, advertising, promotion, sales-aids and personal field assistance. 
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PURE helps jobbers 
with 
future 


planning 








PURE’s Programming-for-Progress plan is a management consultant service. 
It covers every phase of jobber operation—analysis of your business, plans 
. for development of sales, figuring how you might cut costs further—all with 
the one goal of helping you increase your profits, build and protect your 
estate. If you’d like more facts on how an experienced PURE representative 
can help you, ca!l or write our District or Division Manager in your area, or 
Retail Marketing Department of The Pure Oil Company, 200 East Golf Road, 
Palatine, Illino’‘s. 


PURE believes in jobbers...BE SURE WITH PURE 
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540 Series Cantilever Pole 
(luminaire not included) 







9900 Series 
Area-Lites 





8900 Series 
Horizontal Island Lighter 


New Revere luminaires and poles 
provide attractive, high-level lighting 
for modern service stations 


Modern design of the Revere Cantilever pole and fluores- 
cent luminaires shown above results in strikingly attrac- 
tive service station installations that pull in customers. 


Design of this equipment to meet today’s lighting 
needs of service stations is typically Revere—attractive, 
functional, efficient and durable. Modern 540 Series 
Cantilever poles (with 9900 Series luminaire) “reach 
over” approaches to put the light where you want it. 
Gracefully styled Area-Lites (utilizing four or six high- 
output or extra-high-output lamps) mount in many ar- 
rangements to light pump islands and service areas, 


OUTDOOR 


Revere Electric Mfg. Co. 


The 8900 Series provides an attractive horizontal island 
lighter that mounts singly or in continuous runs 12 feet 
or longer by joining the 6- and 8-ft. units end-to-end. 


Whatever the requirements of your service station 
lighting, Revere can fill them with advanced lighting 
equipment—structurally matched for strength and bal- 
ance, and design matched for peak lighting efficiency 
and attractive appearance. 


Write for Bulletin 900-16A for full information on 
luminaires and Cantilever pole shown. 


LIGHTING 


7420 Lehigh Avenue e¢ Chicago 48, Illinois (In suburban Niles) 


Long Distance Phone: NI les 7-6060 © Chicago Phone: SPring 4-1200 ¢ Telegrams: WUX Niles 











Y ENTER THE AUTOLITE 
A JINGLE CONTEST 


RN SOLDER / 
cy 1a ¢ MLARVEST 


NERS 


"2 


Just write a last line for the simple jingle 
printed on the official entry blank. The blanks 
are available free from any Autolite supplier. 
After you've written the few words it takes to 
complete the jingle, drop your card in the 
mail—you’re officially entered. Enter as often 
as you like. You're in the running to win a 
valuable $100 Golden Harvest Prize Certifi- 
cate, and hundreds of ’em are to be given away. 
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Golden Harvest Prize 

Certificates are redeemable 
by your Autolite supplier at 
dealer cost for merchandise 
of your choice—anything he 
handles. Your $100 Prize 
Certificate, then, is actually 
worth approximately $150 
at retail, and the merchandise 
you select is yours to do 
with in pc Ba ton way you see fit. 


ENTES 


























ENTER sue 


Submit as many entries as 





you like—one for each card 





you complete and mail. 
There’s nothing in the rules 
to prevent you from winning 
several $100 gift certificates. 
as ee 
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CONTEST 


CLOSES NOV. 30 


Your best battery months 
are just ahead, so get your 
sales push rolling now. And 
remember, every Autolite 
battery you sell means a 
completely satisfied cus- 
tomer, big profits for you, 
and a chance at the thou- 
sands of dollars to be given 
away in Golden Harvest Gift 
Certificates. Phone a bat- 
tery order to your Autolite 
supplier right now... and 
start your happy Harvest! 





Attract 








ew Customers, 
Sell More Gas, 


Increase Your Profits! 


Exciting things will happen to your traffic, sales 
and profits when you offer these beautiful heavy- 
base glasses free with each minimum gasoline 
purchase or lube job. 


Inspired by an expensive hand-made Italian 
import, these refreshingly new glasses are avail- 
able in two different colors...sparkling frosty 
Crystal Ice or dramatic Desert Gold, a rich, glow- 
ing amber. There are six different sizes plus a 3 
quart pitcher in both colors. Both will bring in 
new customers—and keep them coming back! 


The 12 oz. tumbler, the most popular size, is an 
excellent one with which to start your promotion. 
Offer it for several weeks, then you can add other 
sizes so your customers can build complete sets. 
They'll be coming back for months...and 
become steady customers. 

To help you make the most of this promotion, 
A-Boards in brilliant Day-Glo, ad mats, radio and 
television commercials are available to you for 
either Crystal Ice or Desert Gold glasses. 


Fill in and mail the coupon today! 








ANCHORGLASS 


PREMIUMS 


make you money... 
make you friends 


Anchor Hocking Glass Corporation 
Lancaster, Ohio 


WITH 
MINIMUM 
PURCHASE 

















ANCHOR HOCKING GLASS CORPORATION 


PREMIUM DEPARTMENT, LANCASTER, OHIO 


1 would like complete information on your Crystal Ice 
and Desert Gold service station promotions. 


NAME 





STATICIRY Fai ecceenctindteneiccnitints 





ADDRESS 





ZONE___STATE. 








NPN-S8-61 
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PARKER AIRCRAFT CO. FLUID SYSTEM COMPONENTS 


©DESIGNING 
A JET 

REFUELER? 

| MC rhea ic apres OM 


a FOR MAXIMUM RELIABILITY AND ern 





NOZZLES _— ADAPTERS VALVES VENTURIS REGULATORS 


BOTTOM SUMP 
LOADING CONTROLS 
PARKER refueling equipment in use!! CHEVRON refueler servicing UNITED AIR LINES jet at San 
Francisco International Airport. 


- PARKER components are available for the complete system—for the jet refueler, for the hydrant 
system, and for tank truck automatic bottom loading! 
PARKER is the world’s largest manufacturer of aircraft fueling system components — for over 


15 years!! 
Pa rker 
AIRCRAFT CO. 


WRITE FOR DESCRIPTIVE LITERATURE 
5827 WEST CENTURY BOULEVARD 


LOS ANGELES 45, CALIFORNIA 
DISTRIBUTORS IN ALL MAJOR CITIES 
EUROPEAN AFFILIATE: 

Parker-Hannifin N.V. Schiphol Airport, Holland 


A DIVISION OF PARKER-HANNIFIN CORPORATION 
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Only Du Pont gives you 
a leading brand in all 
3 types of anti-freeze 


COMPLETE PRODUCT LINE—Du Pont’s family of 
anti-freezes gives your dealers a product for 
every type of customer. “Zerone’’, the best- 
known, best-selling economy anti-freeze; 
““Zerex’, the reliable, permanent-type anti-freeze; 
and “Telar’’, the unique, new anti-freeze and 
summer coolant that gives protection year after 
year. Du Pont’s “Big 3” will complete your 
anti-freeze line for extra volume and profits. 


FAST DELIVERY — Here’s another big Du Pont 
plus. Nationwide warehousing and distribution 
enable Du Pont to give fast service, delivering 
anti-freeze where you want it, when you want it. 


MARKETING SERVICES—A national account sales 
force is ready to work with you on your anti- 
freeze sales and marketing programs. 

BIG ADVERTISING AND PROMOTION PROGRAMS — 
Du Pontanti-freeze advertising in national media, 
plus specially tailored local advertising, pre- 
sells these products and makes sales at the pump 
island easy. And Du Pont’s point-of-sale dis- 
play material will help sell anti-freeze and other 
winterizing services. 

SELL DU PONT’S BIG 3—ZERONE, ZEREX, and 
TELAR*—Supply your dealers with the “Big 3” 
from Du Pont in combination with your com- 
pany brand. Make sure you get the profit on 
these three nationally advertised brands of anti- 
freeze. Call or write E. I. du Pont de Nemours 
& Co. (Inc.), Anti-Freeze Products Section, 
Wilmington 98, Delaware. 


BETTER THINGS FOR BETTER LIVING 
+. + THROUGH CHEMISTRY 


806. u. 5. pat. OFF 





* ZERONE, ZEREX and TELAR are Du Pont’s registered trademarks for its anti-freezes. 
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RADIO WILL GET Purolator’s “Listen to the Man’”’ message 
to motorists everywhere! All summer and fall there’s local 
radio via 96 radio stations saturating over 120 major markets. 


To help you sell filters, filters and more filters 


Purolator says 


‘LISTEN TO THE MAN 


... the biggest promotion in filter history stresses 
the know-how and service your dealers offer 


Purolator brings you into its 1961 advertising 
program by featuring your dealers . . . helping 
them sell more filters, more of all the products 
and services they offer. 

How? Simply by telling motorists to listen to 
the dealer . . . to take his expert advice when 
he suggests an oil and filter change . . . or 
makes any recommendations for better car care. 

To be sure motorists in your area get this 
sound advice —Purolator’s “‘Listen to the Man” 
promotion is big—all summer and fall there’s 


OIL, AIR, & 
GASOLINE FILTERS 


local radio saturating over 120 key gasoline 
consumption markets . . . 600 reflectorized 
full-color highway signs. 


So get ready to sell more Purolator filters 
than ever before. Get your dealers to use the 
new “Listen to the Man”’ point-of-sale displays. 

Remember, Purolator filters are a big profit 
item. Dealers make an average profit of $3 on 
every oil and filter change . . . and every 
Purolator air filter they sell is an extra $4.00 
sale. It pays to sell Purolator filters. 


Se 
ie ‘ 
bs > eo o- 
a. 
OF, 4 
= . * 
. . . 
vu” ° ee ey 
, ae | 
, 
> 5 ; 
7, 
$64 
¥ 7 
‘es 
4, 


“Purolator’’ Reg. U.S. Pat. Off. 
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For longer engine life 


PUROLATOR FILTERS 


600 HIGHWAY SIGNS will blaze out the “Listen to the Man” 
message 24 hours a day, 365 days a year on major highways. 


LISTEN TO THE MAN..! 


- 7 
Fore 


ne 


THERE’S TV, TOO . . . chances are good the special Purolator 
“Car Care Series for Women’”’ will be seen in your area during 
1961. It reminds the woman motorist that her service station 
man is a car-care expert . . . ““The man’ to listen to! 


LISTEN TO THE MAN..:! 


PEELE L ECE 





GET YOUR DEALERS to talk up good car care. 
Be sure that every chance they get they tell 
their customers why good filtration prevents 
needless engine wear. 
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(TS aT THE HEART OF INDUSTRY... 





Serving one of the busiest gas stations in the East, U.S. Royal Wire Braid Gasoline Hose fuels over 70,000 
vehicles a year. Installed on all 12 pumps of the Interstate Truck Terminal at Ulmer, S.C., this hose is subject to the 


severest 24-hour-a-day service, is run over repeatedly by heavy trucks, yet has already outlasted the previous hose 
by more than 5 to 1! 





in oil marketing, as in all industry, you'll see US Hose serving 
in the most demanding applications, performing faithfully long after 
other hose have failed. Such consistently high performance records have 
helped make US the world’s largest hose manufacturer. 
































Feeding the hungry tanks of commercial and private 
planes at leading airports everywhere, tough U.S. Royal 
Aircraft Fueling Hose resists the sharp attack of the new 
highly aromatic aviation gasolines and jet fuels, won't 
kink or collapse, withstands the most severe weather 








Delivery trucks by the thousands, serving homes 
by the millions, rely on the proven toughness, flexibility, 
and long working life of U.S. Royal Fuel Oil Delivery Hose. 
Unusual lightness and ease of handling, coupled with 
high kink resistance, contribute to an overall efficiency 
of delivery operations that drivers and management both 
appreciate. You'll find this same “‘serviceability’”’ in all 
US hose. 











H107 





The wayward wheels of a careless driver have 
more than once run over, and even parked on, a U.S. 
Royal Tank Wagon P-5176 Hose. Yet, thanks to its “soft” 
construction and the inherent toughness of all US oil 
marketing hose, the P-5176 bounces back unharmed. Its 
super-flexibility allows easy handling in close quarters, 
too, yet this hose drapes from the back or side of a 
truck without kinking. 
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For every industrial rubber product need, turn 
to US. For Conveyor Belts, V-Belts, the original 
PowerGrip “Timing” Belt, Flexible Couplings, 
Mountings, Fenders, Hose and Packings... 
custom-designed rubber products of every de- 


US 


WORLD'S LARGEST MANUFACTURER 
OF INDUSTRIAL RUBBER PRODUCTS 


scription. Discover why U.S. Rubber has become 
the largest developer and producer of industrial 
rubber products in the world. See your US Oil 
Equipment Jobber. He has a superior hose for 
every marketing need. 


United States Rubber 


MECHANICAL GOODS DIVISION 





Can your present trucks 


match the record of 

the 185 Macks operated 
by Refiners 

Transport, 

Detroit? 





Better than 300,000 miles before overhaul . . . 6 mpg through- 
out this mileage, with 78,000 lbs. GCW and plenty of extra 
engine hours for pumping... power to spare for 82,600 lbs. in 
semi-full trailer combinations... minimum time out for repairs. 


“These are actual operating figures,” reports C. C. Binga- 
man, Assistant to the President, Refiners Transport & Termi- 
nal Corp., Detroit, ‘“‘for our 185 Thermodyne® diesel Macks.” 


Operating in all types of weather from the Midwest to the 
northeastern seaboard, with routes as long as 1300 miles, 
Refiners’ Macks keep operating costs to a bare minimum. 


Latest addition to Refiners’ all-Mack over-the-road fleet of 
B Models is a new G Model COE tractor whose short BBC 
dimensions give Refiners the perfect vehicle for top legal gross 
load combinations in bridge formula areas. 

Mack offers a complete line of heavy-duty trucks and trac- 
tors designed to fit your hauling jobs exactly. Join the trend of 
more and more truck operators to Macks and see your Mack 
representative today. Mack Trucks, Inc., Plainfield, New 
Jersey. Mack Trucks of Canada, Ltd., Toronto, Ontario. 


8170 
for over 8 Straig! it years 


FIRST NAME FOR NO.1 
TRUCKS ef reader 











— 


cereal 


WARNER LEWIS EQUIPMENT DOES THE JOB! 


Lockheed Air Terminal, Inc., a nationwide aviation fuel service 
company and a subsidiary of Lockheed Aircraft in Burbank, California, has quite a job— 
fuelmg modern day jet aircraft not only at Burbank, but many other locations throughout 
the United States, including Honolulu. 


Since these jet aircraft demand clean fuel, Lockheed Air Terminal, 
Inc. uses Warner Lewis separator/filters in their fueling facilities — both stationary and 
mobile. 


The Warner Lewis horizontal 2-stage separator/filter FCS 1362- 
20H1 with a capacity of 600 GPM of jet fuel is a standard on jet refuelers. Similar Warner 
Lewis designs are now used by the U. S. Air Force. 


‘Warner WARNER LEWIS COMPANY 


SITES DIVISION OF ™ CORPORATION 
Company BOX 3096 TULSA, OKLAHOMA 
BOX 3096 » TULSA, ORLAKOMA IN CANADA: CANADA LTD., STRATFORD, ONT. 
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AC Spark Plug Div., GMC + Acme-Hamilton Mfg. Corp. + Alemi 

Division, Stewart Warner Corp. + American Grease Stick Co. + 
American Petrofina, Inc. * Anchor Hocking Glass Corp. + Anderson 
Company + Ashland Oil & Refining Co. + Autoquip Corp. + Auto 
Specialties Mfg. Co. + Barrett Equipment Co. + Benjamin Reel Prod., 
Inc. + Big Four Industries, Inc. + Bowser, Inc. + Breeze Corp. * 
Brodie Co., Ralph N. + Buckeye Iron & Brass Works + Bussmann 
Manufacturing Div., McGraw Edison Co. + Champion Pneumatic 
Machinery Co. + Chemstrand Corp. + Chevrolet Motor Div., GMC - 
Chicago Vitreous Corp. + Coca-Cola Company * Compceo Corpora- 
tion * Continental-Emsco Co., Div. of Youngstown Sheet & Tube 
Co. * Cooper Tire & Rubber Co. + Davidson Enamel Products, Inc. + 
Degree Day Systems + Dill Manufacturing Co. + DL Products, Inc. 
* DuPont de Nemours & Co., Inc., E. I. + Eaton Manufacturing Co. + 
Egan Mfg. Co., H. B.+ Electric Autolite Co,* Electric Storage Battery 
Co. * Empro Products Co. + Enjay Co., Inc. + Ethyl Corp. + Ever-Tite 
Coupling Co.+ Firestone Tire & Rubber Co.* Flower City Specialty Co. 
* Ford Motor Co.* Fox Products Co.+ Fram Corp.+* Fruehauf Trailes 
Co.*General Electric Co.*General Tire & Rubber Co.+ Gilbert & Bar- 
ker Mfg. Co. « Gillette Tire Co. + Globe Hoist Co. + Globe Union, Inc. 
* Goode Co., W. B. * Goodrich Industrial Prod. Co., B. F. * Goodyear 
Tire & Rubber Co. * Gorman-Rupp Co. + Gould-National Batteries, 
Ine. * Grey-Rock Div., Raybestos Manhattan + Habhegger Co., E. O. 
* Hancock Gross Mfg., Inc. + Hennessy Co., Jack P. + Hewitt-Robins 
* Houston Chemical Co. + Ingersoll-Rand Co. + Kelco Pre-Built Gaso- 
line Marts + Kellogg-American Div., Scaife Co. * Keystone Compres- 
sor Co. * Las-Stik Manufacturing Co. + Lee Co., H. D. + Lineoln 
Engineering Co. * McDonald Mfg.Co., A. Y. * Mac’s Super Gloss Co., 
Inc. * Marlow Pumps + Mobil Oil Co., Inc. * Modern Metal Products 
Co. * Monkey Grip Sales Co. + National Can Corp. + National Cash 
Register Co. + Neon Products, Inc. + Neptune Meter Co. + New 
England Petroleum Corp. + Nu-Art Lighting & Mfg. Co. + Oil Equip- 
ment Mfg.Co. * OPW Corp. + Ossian Engineering Co., Inc. * Outdoor 
Advertising Inc. + Patent Chemicals, Inc. + Pepsi-Cola Co, + Phila- 
delphia Valve Co. + Price Battery Corp. + Purolator Products Ine. + 
Quaker State Oil Refining Corp. + Quincy Compressor Co. + Radiator 
Specialty Co. + Raynor Mfg. Co. + Reda Pump Co. + Red Jacket Mfg. 
Co. + Renick & Mahoney, Inc. + Richfield Oil Corp. of New York + 
Rieke Metal Products Corp. + Riverside Manufacturing Co. + Rock- 
well Standard Corp. + Rohm & Haas Co. + Rotary Lift Div., Dover 
Corp. * Saylor-Beall Mfg. Co. * Schrader’s Son, A. * Scovill Manufac- 
turing Co. * Shure Manufacturing Co., Inc. + Sinclair Refining Co. 
Smith Corp., A. O. * Southwestern Porcelain Steel Corp.*Stant Man- 
ufacturing Co. * Texlite, Inc. * Thermoid Div.-H. K. Porter Co., Inc. 
* Three Star Sales Corp. + Tokheim Corp. + Tretolite Div., Petrolite 
Corp. * Tung-Sol Electric, Inc. + Tyrex, Inc. * Union Carbide Con- 
sumer Prods. Co. + United Motors Service Div., GMC + U.S. Hoffman 
Can Corp. « U.S. Rubber Co. + Valvoline Oil Co. + Veeder-Root, Inc. 
* Washmobile + Wayne Pump Co. + Weaver Manufacturing Co. * 
Wilson’s Sons, Inc., Wm. M. + Wix Corp. + Worthington Cory. 
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Meeting 
daily with 
prime 
prospects 
all over 


Oll MARKETING 


FACT 
BOOK 


The current (1961-62) NPN FACT- 
BOOK arranges daily meetings with 
prime prospects all over the country 
for these oil marketing industry sup- 
pliers. 

Be sure that the 1962-63 FACT- 
BOOK does this for you too. Plan and 
budget now to inform oil marketing 
management men about your prod- 
ucts or services before plans are 
finalized: while they are still looking 
to the FACTBOOK for information. 





NATIONAL PETROLEUM NEWS F A CT 
MPH >} 


MA 


Oil Marketing's Reference Information Annual 
Published in Mid-May 


A McGraw-Hill Publication 


New York 36. N. Y 











This hose is flexible, easy to handle 
even in cold weather 


SPECIAL KIND of rubber used in 
A this B.F.Goodrich fuel oil hose 
makes it flexible and easy to handle 
even in sub-zero temperatures. The hose 
speeds deliveries by keeping a full, 
unobstructed flow of oil moving from 
truck to tank. It handles easily, reels 
readily, saves many minutes each day. 

Because of its strong braided con- 
struction, B.F.Goodrich hose always 
keeps its full round shape. It can’t 
flatten or collapse on the reel to choke 
off the flow or slow it down. There’s 
no reinforcing wire to take a perma- 
nent kink. 


64 


The tube of this hose is completely 
oilproof. It won't swell to reduce the 
inner diameter of hose, or flake off 
into the stream of oil. The cover is 
built for rough use—thick and tough 
so the hose can be dragged across 
rough curbs, sidewalks and driveways 
without harm. It can lay in gasoline, 
oil or grease without damage. And 
there’s no danger of sunlight causing 
it to crack or check. Either one-time 
Permalock or reattachable Type 66 
couplings can be used. 

Ask your B.F.Goodrich distributor 
to show you a sample and tell you 


more about Type 83 fuel oil hose—an 
improved hose that’s easier to handle, 
can make faster deliveries, and reduce 
operating costs. B.F. Goodrich Industrial 
Products Company, Department M-171, 

Akron 18, Ohio. 


B.EGoodrich 


FUEL OIL HOSE 
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NEW 
CHIKSAN 


de — 78 ef ol i 


Be veiic 
ARM=— 


Here is a series of loading arms that 
is built to deliver solid performance 
right around the calendar. Outstand- 
ing new compression spring design 
offers finger-weight flexibility, yet the 
arm will not creep or sag when re- 
leased. Springs are housed in a sturdy 
weatherproof steel case. Balance ad- 
justments are accomplished with a 
hand wrench. The swivel joints on 
the arm have the dependability that 
has been associated with the name 
Chiksan for 30 years. Get the facts. 
Write for Bulletin 1-61. 





ar 
* ATI VAMVAVEDANAAL SEND 


*~ FEATURING NEW 
+ TOTALLY ENCLOSED 


» 2 
=. = 
COMPRESSION 


SPRING — 


Self compensatir 

spring tension pro 
vides complete bal 
ance at any position 
Compact design. No 
protruding brackets 
or counterweights. 


MAIL COUPON TODAY 


CHIKSAN COMPANY — General Offices: Brea, California @ Well Equipment Mfg. Corp. Div 


Offices and Representatives in Principal 
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4 MODELS FOR 


PETROLEUM SERVICE 


Select from a com- 
plete line. All models 
—Folded Arm, Sliding 
Sleeve (shown above), 
ste) aceleame Mel-lel-1am-lale| 
Long Reach are avail- 
able in 2, 3, and 4- 
inch sizes. Each 
model is a complete, 
ready for service, unit. 


2 MODELS FOR 


CHEMICAL SERVICE 


+ 


e . 
Py Me 


For loading or unload- 
ing virtually any 
chemicals, Chiksan 
offers a standard 
group of arms 
equipped with its DS 
series swivel joints. 
Available in Folded 
Arm model or Sliding 
Sleeve unit (shown at 
left). 


WANT TO CONVERT 
EXISTING EQUIPMENT? 


CHIKSAN COMPANY 


Chiksan Base Arm 
Sections permit oper 
ators to change exist 
g facilities with min 
imumeffort. BaseArm 
Sections are available 
in standard sizes of 
3”, and 4”. Riser 
joint supplied with 
threaded or flanged 


connections. 


330 North Brea Bivd., Brea, Calif. 


Please send me your Bulletin 1-61. 


Name 
Title 
Company 
Address. 


é ® City 


Unions, Hamer Valves) @ Chiksan International 


Zone State. 


@ Chiksan of Canada Ltd. 
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YOUR DEALERS WILL WANT THIS HANDY TOOL 


when you show them what it can do for them. It lights up places they couldn’t light up before. 
its sturdy 16 gauge, 10” G-E thermoplastic cable wraps around anything and stays there. 
it leaves both hands free to remove flex hoses, filter bowls, exhaust dampers .. . to check 
wiring, timing marks, fuses... to look into carburetors, door panels, radiators ... and dozens 
of other hard-to-see places. The cable won’t short, and is acid, grease and oil resistant. 
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Use this Free’ 
G-E Limberlite 
to boost your 
» headlamp 
‘ _ sales 


*It’s free to both you and your dealers. They get it from you when they order the special 
carton of General Electric headlamps—fifteen 4002’s and seven 4001's. It’s packed 
right in the carton. Get your supply of the special Limberlite cartons of G-E headlamps 


now. Your dealers will be asking you for the Progress ls Our Most Important Product 


Limberlite Deal. General Electric Co., Miniature GC z N E R A L @ £ LE C T R | C 


Lamp Dept. M-138, Nela Park, Cleveland 12, Ohio. 
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CO FIRE-RING 
put Power and Profit 


ca 


There’s an AC Fire-Ring Spark Plug for every 
American car and truck—and popular foreign makes. 


NATIONAL PETROLEUM NEWS *« August, 1961 





SPARK PLUGS 
in Dealer tune-ups! 


Engine tune-up customers get the power they pay 
for when dealers install AC Fire-Ring Spark Plugs. 
AC design gives owners satisfying performance to 
encourage repeat sales and increase dealer profits. 


Your experienced dealers know a good tune-up 
begins with top-quality spark plugs and includes all 
parts essential to proper engine conditioning for 
long-lasting, maximum power. The best spark plugs 
for all cars are AC Fire-Rings—designed better to 
bring you and your dealers more sales and profit. 


THEY/RE) BEST 
FOR ALL’ CARS 


AC SPARK PLUG <> THE ELECTRONICS DIVISION OF GENERAL MOTORS 


Sell your AC dealers on these 
superior AC Spark Plug features: 


Superior Hot Tip Design—provides Superior Sealing Design—offers Superior Electrode Design— 
self-cleaning action by heating fast copper-glass internal seal and operates cooler, reduces material 
to burn away fouling, power-robbing pressure-formed external seals to burn-away and need for frequent 
deposits as they form. prevent overheating. gap adjustment. 





It pays to sell AC! @ AC provides a continuing program of research and product improve- 
ment @ AC provides a wide accessory line of the highest quality products @ AC provides 
better profit margins through faster product turnover. 











Get the selling edge with (9 Profit AChievers! 
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“Thanks to the BIG GALLON, our 
business is booming!” 


Every Cities Service dealer is talking about our biggest gasolene 
promotion of all time...the BIG GALLON... no bigger in quantity, 
but big in quality ...and only Cities Service has it. Millions of dollars 
are being spent to promote the BIG GALLON and it’s paying off... BIG! 


Here are only some of the thousands of enthusiastic 
comments received from Cities Service dealers. 


“ .. for my money, it is TOPS!” WALTHAM, MASS, 
“, ,. greatest impact of any major oil company ad- 


vertising to date.” FOX CHASE, PHILA., PA. 


“| .. the BIG GALLON advertising gives me some- 


thing to talk about to my customers.” 
BIRMINGHAM, ALA. 


“. .. wonderful advertising program.” srooxtyn, n. x. 


“ ..an eye-catching promotion for all.” 


PATERSON, N. J. 


“. .. with Cities Service Oil Company advertising, 
how can I miss.” FALLS CHURCH, VA. 


“|... it offers my customers more of what they want 
ina gasolene.”’ MILWAUKEE, WISC. 


« .. it’s a first!” SHREWSBURY, N. ¥. 
«<. .. More sales!” NAZARETH, PA. 


“.. . Customers tell me they get better perform- 
ance from the BIG GALLON.” CORTLAND, N. ¥- 


“,.. Big in quality!” BLOOMINGTON, ILL. 


Out front in Quality... 
Out front in Service, too! 


Cities Service provides its jobbers and dealers 
with multi-million dollar advertising and promo- 
tional support + personalized marketing and advis- 
ory help + top quality products + fast, dependable 
service. Cities Service, known and respected in the 
petroleum business for more than 51 years, will go 
to work for you! Contact your nearest Cities Service 
office for information or write: Cities Service Oil 
Company, 60 Wall Street, New York 5, N. Ye 
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full-range 
metering accuracy 
for Bulk Plants 


ing accuracy when 


MODEL M-60-A. Capacity: 600-3 
150 psi. 4” or 6” ASA flanges or Vict 


th preset, slow-closing 


600 TO 30 GPM 





AV-GAS TO BUNKER FUEL 


@ 


PUMPED OR GRAVITY FLOW 
ONLY 2 PS! PRESSURE LOSS AT MAX. CAPACITY 


TAKES 25% FLOW OVERLOAD 


SEEING IS BELIEVING ...LET US PROVE IT! 


All meters must allow slippage, but some meters permit much 
more than others. As with all fluid flow, the amount of this 
slippage depends upon (1) size of opening; (2) pressure. So, 
slippage is greatest in meters with largest total clearance and 
highest pressure loss. 


While any meter can be adjusted to accurately register 
gallonage, here’s the catch: each calibration is accurate for 
only one rate of flow. At slower speeds, there’s always more 
slippage, and the uncounted loss can be considerable. In 
LC meters, total clearance is one of the smallest—pressure 
loss one of the lowest—a combination that enables these 
modern meters to operate efficiently all the way down to 5% 
of rating in delivering unmatched full-range accuracy for a 
new kind of bulk plant economy. 


In just three years, LC became the world’s largest maker 
of 600 gpm meters. Individual service records already go to 


Liavin © 


Cc 


CONTROLS 


you can pump | 


SHIPPED FROM STOCK 
—600 gpm, 350 gpm, 200 gpm, and 100 gpm sizes. 


LIQUID CONTROLS CORPORATION 


Commonwealth Avenue, North Chicago, Illinois 
Phone: DExter 6-8070 
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well over 400,000,000 gallons—and no metering element worn 
out. True rotary type. No oscillating or reciprocating parts. 
No metal-to-metal contact. Positive displacement. The only 
meter tested and approved by Weights and Measures Depart- 
ments for flow rates from 600 to 30 gpm. Your LC Distributor 
will be glad to arrange a “see for yourself’’ demonstration, 
and explain every superior meter feature in detail. Call him 
today, or write us. 


GOOD NEWS GETS AROUND FAST 


As the newest meter-maker, it is natural to expect that LC 
would introduce many exclusive and patented innovations to 
improve accuracy, convenience, durability. How users have 
responded to this new kind of meter is best shown by their 
purchases. Here are comparative annual LC sales totals 
since the 1957 beginning. 


LC METER SALES 
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Ahead of the News 





IN WASHINGTON 


Depletion Fight Seen—Oil-industry reps in Washing- 
ton fear the industry may become embroiled in a fight 
over the depletion allowance next year, at the same 
time natural-gas legislation is being considered. A 
thorough tax reform now in the works is seen as the 
most serious threat in some time to the 2712% deple- 
tion allowance. But modifications of some tax plans 
this year indicate that a cut in the depletion allowance 
may not be so great a threat under the Kennedy Ad- 
ministration as first imagined. (For a rundown on the 
oil industry’s situation after six months of the Kennedy 
Administration, see p84.) 


AROUND THE COUNTRY 


Petroleum Increase Slow—The petroleum industry 
will make only modest increases in business in the next 
12 months, reports the McGraw-Hill Department of 
Economics. Over-all petroleum demand will increase 
2% this year and another 3% next year, according 
to the prediction. 


‘Enco’ Blowback—A private survey conducted on a 
spot-check basis by a competitor indicates that 
Humble’s new brand name, “Enco,” is catching on 
among younger people, including teen-agers. Introduced 
experimentally a year ago in the Pacific Northwest, 
“Enco” has since been taken into other markets and is 
gradually being extended throughout the country, except 
Esso-land and the five Standard of Kentucky marketing 
states (Alabama, Florida, Georgia, Kentucky and Mis- 
sissippi) where Humble has just begun using “Esso.” 


Sohio Guarantees Price—Homeowners who buy their 
heating oil from Standard Oil of Ohio next winter will 
have a guaranteed maximum price. Sohio is sending 
its customers certificates guaranteeing that prices dur- 
ing the winter will not go above the June 15 level 
(14.5¢ - 15.5¢, depending on area). If market condi- 
tions result in lower prices, prices to the customers will 
drop below the June 15 level. Trade sources see the 
move as an effort to provide a stable retail price for 
heating oil, to compete with the stable price of gas 
for heating use. 


Leading the Leaders?—Retail markets are in such 
chaos that some traditional practices are being aban- 
doned. Sinclair Refining Co. late last month initiated 
across-the-board tank-wagon increases wherever sub- 
normal prices existed. Says the company: “Sinclair 
recognizes it is not a so-called market leader . . . but 
now feels impelled by grim necessity to attempt to end 
the meeting of lowest prices by all comers, which 
not only fail to recover cost but are unreasonable and 
indefensible .. . ” 
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Berlin Crisis Effects 


The war talk accompanying the Berlin crisis 
has caused some marketers to pause and take 
a hard look at their supply arrangements. 
Some who have depended on spot purchases 
in the past are said to now be looking for con- 
tract deals to assure themselves material when 
and if more supplies are taken for military pur- 


poses. 











Pipelines Planned—At least four pipelines, one of 
them talked of for years, are projected to be built in 
coming months: 


e@ The Suwanee Pipe Line, which would serve much 
the same territory now served by Plantation Pipe Line, 
appears to be approaching reality after five years of 
consideration. Companies interested in the new pipe- 
line include Cities Service, Continental, Gulf, Phillips, 
Pure, Texaco, Standard of Indiana. They are customers 
of the profitable Plantation line, which runs from Baton 
Rouge, La., to Greensboro, N. C., and connects with 
Birmingham and Montgomery, Ala., Chattanooga and 
Knoxville, Tenn., and Macon and Columbus, Ga. 

e@ Pennsylvania Railroad, operating through Poto- 
mac Public Service Co., will enter the pipeline business 
with an 80-mile products line from the Baltimore area 
to four major airports in the Washington area. The 
common-carrier line will move gasoline, and fuel oil, 
as well as aviation fuel. 

e American Petrofina plans a $2.5-million, 133-mile 
products pipeline from its Mt. Pleasant, Tex., refinery 
to the Dallas-Fort Worth area. 

e@ The State of Washington’s three major refiners— 
Texaco, Shell, and Magnolia Pipeline—plan to build 
a 324-mile, $17.5-million products line from their re- 
fineries at Ferndale and Anacortes to the Seattle, 
Olympia, Tacoma, and Portland marketing areas. 


Other Butyl Products—Supporters of butyl rubber 
see other product possibilities for this synthetic ma- 
terial processed from crude petroleum. Butyl radiator 
hose is out already. Fan belts are coming up. Battery 
cases are being tested, and floor-mats for cars are being 
studied. 


Oil Heat for Exposition—Buildings at the Century 
21 Exposition in Seattle, Wash., in 1964 stand a good 
chance of being oil-heated. This would give local oil- 
heat jobbers in the area something to crow about, par- 
ticularly since natural gas and electric heat are also 
popular in that area. 


More Ahead of the News 
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Phillips Moves in Philadelphia—Phillips Petroleum 
is making a determined bid to get into the Philadelphia 
market. Superfine Fuels, former private-brand heating- 
oil jobber which is now a full-line Phillips jobber (see 
p25), has about 15 gasoline stations ready to sign up. 
And Oil Terminals Inc., subsidiary of National Heat 
& Power, became a Phillips gasoline wholesaler this 
month. Esso Standard, Humble’s eastern marketing 
arm, has bought out Superfine’s retail business on No. 
2 oil. 


Training Fuel Oil Jobbers—National Oil Fuel Insti- 
tute will expand its educational program for all seg- 
ments of the industry. Plans include management in- 
stitutes for jobbers, standardization of technical courses 
for service-installation men, two-year college courses 
for career training in marketing management for fuel 
oil and equipment, and indoctrination of high-school 
guidance counselors. 


Jobbers May Use Blending—aAt least two jobbers 
are reportedly considering use of Wayne blending pumps 
in entering upstate New York markets. They’re im- 
pressed by Canadian Tire’s success with these pumps 
in Toronto, Ont. 


Western Price Factor—White Oil is becoming a price 
force to reckon with in the West. With a chain of be- 
tween 50 and 100 stations in California, owner James 
White is now going into Nevada. He markets three 
gasoline grades, his middle premium being considered 
comparable to majors’ regular. He uses the White 
brand name. 

White is now involved in an unusual legal case (see 
Trends) stemming from his price activity. His price 
moves in outlying areas point up a situation that’s 
warming up in California, where many long-margin 
pockets have existed for years, particularly in outlying 
areas. These pockets offer considerable temptation to 
private branders, who are finding that they can cut 
sharply there and still pick up a profitable margin. 


‘Gas-tauvrant’ Hits Pay Dirt—Look for more combi- 
nation restaurant-service stations like the ones Sohio 
is building on the new interstate highway (NPN—July 
p130). One is already so successful it’s being expanded. 
Parking space has been tripled, another four-pump 
island may be added. The restaurant is a coin-operated 
self-service unit open 24 hours a day. Food (including 
full meals) is frozen, heated in microwave ovens. Seat- 
ing capacity (originally 36 to 50) will probably be 
increased with a patio and other extensions. 
* 


Salvador Station—Shell is moving ahead with its 
plan to market throughout Central America. It has 
opened a service station in San Salvador, the first of 
several planned in El Salvador. Shell and Esso plan 
jointly to build a refinery in El Salvador. 
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Shell on TV—Look for Shell Oil to sponsor a big TV 
program, probably this winter. Except for some in- 
stitutionals and trade-paper advertising, Shell has con- 
centrated its advertising budget on newspaper space 
er year. (For more on Shell’s advertising plans, see 
p101). 


More Engine Cleaning—A major oil company is 
recommending that its dealers offer engine-cleaning 
service. The program is similar to that which Atlantic 
offers some of its dealers (NPN—July p149). 


Refiners Group Names Head—Reid Brazell of 
Leonard Refineries will be the first president of Na- 
tional Petroleum Refiners Assn. The association is the 
result of the merger of National Petroleum Assn. and 
Western Petroleum Refiners Assn. 


Humble Forms L.A. Area—Humble Oil & Refining is 
combining its Monterey and California divisions into 
a new Los Angeles area. The new unit will be respon- 
sible for marketing Humble’s ‘Enco’-brand products in 
California and Nevada. It will also be responsible for 
exploration and producing in California, Oregon, Wash- 
ington, and southwestern Arizona. 


Ag-Petroleum Seminar—“New Developments in 
Farm Mechanization” will be the theme of this year’s 
agriculture-petroleum seminar to be held Nov. 2-3 at 
Baton Rouge, with Louisiana State University and API 
as co-sponsors. Object is to tell agricultural leaders 
about pertoleum developments which help solve agri- 
cultural problems and to inform oil industry leaders 
about agricultural trends and developments. 


Association Files Suit—The new International Service 
Station Association (ISSA) has filed another suit charg- 
ing illegal competition in California. ISSA charges 
Golden Eagle Oil Co. and J-C Serv-Yourself Oil Co. 
sold gasoline below cost. (For news of other ISSA legal 
action, see p27.) 


IN DETROIT 


‘Service-Free’ Cars—Auto makers are pushing the 
service-free concept hard. More cars next year will have 
factory-sealed lubrication. (For more details, see p129.) 


New-Car Sales—New-car sales should reach a near- 
record 6.5-million next year after reaching 5.9-million 
this year, according to the McGraw-Hill Department of 
Economics. 
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Trends to Watch 


Standard of California’s new consolidated pricing-zone plan (see page 83) strongly 
accentuates the trend to area pricing. Interestingly, it tests several aspects of the 
area-pricing concept. One is the question of how big an area should be. Standard’s 
are smaller than those used hitherto by Mobil and Esso. Another question is how 
to peg the price to dealers. Standard starts with a “target” price to motorists at the 
pump and works back by subtracting an established dealer margin. This adds 
the dimension of suggested pricing to Standard’s plan, something that Mobil’s and 
Esso’s plans don’t have. Competitors speculate that Standard added this feature 
to accommodate its salaried stations. 

Standard says its system is designed “to contribute to more stable marketing 
with improved income for dealers, and we hope improved opportunity for better 
realization by the company.” 

Although Standard’s new prices to dealers are significantly lower than those it 
posted under the old system, it makes sense that realization could improve. Obvi- 
ously they will if the plan creates stability. There are these other aspects: 

1—With fewer pricing zones, there is less accounting and bookkeeping. Under 
the old locality system, some localities were only a few blocks wide. When there 
was a price adjustment, there was far more paperwork at home and regional offices. 

2—When there was a price change in the past, dealers had to measure the 
product left in their tanks. That information was turned over to the district offices, 
and an allowance was figured for each dealer. In future, each dealer will have an 
estimated inventory, so when prices change, marketing will be able to figure the 
allowance on the estimate. This simplified accounting method could mean savings. 

—NPN— 

Future use of area pricing could depend a lot on Standard’s luck with its plan. 
Mobil feels its form of area pricing has been an outstanding success in the North- 
east. Phillips, on the other hand, had to abandon its system in Oklahoma, where 





retail prices are reportedly the worst ever because of scraps with private branders. 
Esso’s system in the Carolinas has run into one of the worst price-war messes 
ever seen, the Charlotte debacle (see page 150 and NPN—June p86). The situation 
there has been so bad that one major-company division manager reports that every 
time he sells a tankload of gasoline, it costs the division $100. 


—NPN— 
Three Shell dealers in California won a court case that’s significant because it 
involves the state law prohibiting sale of products below cost. 

The three lessee dealers in Eureka, northern California, obtained a restraining 
order from Humboldt County superior court last month enjoining the James 
White Oil Co., headquartered in Los Angeles, from selling regular-grade gasoline 
in Humboldt county below 29.6¢ gal. This action came on a cross-complaint to 
White Oil’s suit last May against Shell, Douglas (Conoco subsidiary) and Wilshire 
(Gulf subsidiary) and several dealers of each company. White’s suit charged viola- 
tion of California’s unfair practices act. The suit asked that defendants be required 
to sell regular-grade gasoline at no less than 29.6¢ gal. (including 10¢ state and 
federal taxes), which the White complaint said was “cost” for Eureka. 

“Cost” was arrived at this way: 21.6¢, dealer tank wagon; 2¢, transportation, 
and 6¢, cost of selling gasoline. 

When the suit was filed, prevailing major-brand prices were 19.9¢ and private 
brand, 18.9¢. When the suit came to trial, major-brand prices had risen to 29.9¢ 
while private-brand prices, including White’s Eureka outlet, were 27.9¢. In the 
cross-complaint, the three Shell dealers asked the court to prevent White from 
selling at 27.9¢, noting that White himself had specified 29.6¢ gal, as the declared 
“cost” figure. 

After the injunction was issued, White’s station want up to 29.9¢, and the major- 
brand outlets posted 30.9¢. 

What’s significant about this is that ordinarily it’s extremely difficult to make a 
point in a cost case because it’s incumbent on the plaintiff to establish “cost.” In 
turn, a stipulated cost may be disputed or refuted because so many factors enter 
into a computation. But in this case, White was caught up by his own figures. 
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Your Personal Business 


Are you turning talent away from your door? If so, you are one of many who 
are losing top employe prospects through the deficiencies of personnel interviewers. 

In a recent American Management Assn. survey more than 40% of the 273 
major companies canvassed reported that their interviewers are biased in terms 
of age, sex, race, religion, politics, appearance, and in the complex of the inter- 
viewers’ Own personalities. 

Too often, companies reported, their interviewers select employes, whose atti- 
tudes resemble their own, or because they personally like the applicant, because 
of mutual friends, because applicants are attractive members of the opposite sex, 
because of methods of dress, and even because they like the way an applicant 
shakes hands. And interviewers have been known to reject applicants for no 
better reason than the fallacy that “fat people are slow.” 

The most desirable characteristics in potential employes? Dependability, initi- 
ative, stability, skill with people, courage, perseverance, work habits, and judge- 
ment. Yet most companies agree that these are the most poorly measured in 
interviews. They believe they can depend on the interviewer to be accurate in 
evaluating only those characteristics capable of being readily observed—appear- 
ance, poise, speech and mental alertness. 

Are you in close touch with your personnel? The talent turned away from 
your doorstep may end up on your competitor’s. 


Incidentally, having found a talented staff, you may have a problem keeping 
it. Another recent study found that many companies are not above personnel 
piracy—particularly when the men they want are of executive or specialist 
caliber. Oil companies are among those found to be relatively vulnerable. And 
conventions are sometimes used as the recruiting ground. 





—NPN— 


Suggested Reading: A new brochure that tells how to minimize errors in 
personnel selection and promotion through psychological testing. It also covers 
aptitude testing of executives, supervisors, salesmen, engineers and other person- 
nel. Published by the Personnel Psychology Center (315 Sth avenue, New York 
16), it’s available free. 

Financing Future Jobber Growth, the second of a Cities Service Oil Co. series 
On distributor management, gives 21 sources of funds and explains how to get 
them. It’s by the late Leo E. Jones, former general credit manager of the Arkan- 
sas Fuel Oil Corp., and a leading authority on credit and financial management. 
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Bowser presents Models 48 and 51—the fresh new profile in 
gasoline dispensing dependability. 

Beautiful to behold and beautifully built, this completely new 
Bowser line of fluorescenttighted and unlighted pumps is the answer 
to today’s critical demand for creative merchandising equipment. 

The standout appearance of acclaimed contemporary design en- 
hances any station style, adds compelling eye appeal that wins at- 
tention, stimulates sales. 

Beneath the glamorous exterior is a host of mechanical advances 
that improve reliability, prolong life and minimize maintenance. 

Both models available as complete suction pumps or dispensing 
pedestals for use with Bowser remote pumping systems. 


Write today for literature. 


BOWSER,INC. ¢ Fort Wayne, Indiana 


IN CANADA: S. F. BOWSER COMPANY LTD., HAMILTON, ONTARIO 
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NOW YOU CAN REALLY SELL SERVICE 


TUNG-SOL 
THE ONLY 
COMPLETE 


LIGHTING 


For All Heavy Duty and Emergency For Normal Passenger Car Use In 
Vehicle Use In the New Yellow and the Familiar Red and Blue Box. 
; Black Box. 


It Makes Dollars and Sense .. . to handle Tung-Sol lighting line. Install Tung-Sol, the line specified by leading 
Heavy Duty and Standard headlamps, miniature lamps and independent manufacturers. See your Tung-Sol supplier for 
flashers—the industry's only complete lighting service line. details. Tung-Sol Electric Inc., Newark 4, New Jersey. 
Here is your opportunity to boost your profits from lamp sales ‘t. ’ 
through greater service reliability. One solid source, one high t, ) T U Ri t a 5 0 [ 
f , SS 
quality and 100% coverage of your requirements are only a — 
few of the benefits you'll receive with Tung-Sol—the profitable HEADLAMPS + MINIATURE LAMPS « FLASHERS 
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Bigger Than You May Think 





i YOU HAVEN'T looked at the tuneup sit- 
uation as far as your jobbership or company 
goes, now is a good time to review it. 

Tuneup has become a more significant ad- 
junct of the oil-marketing industry than most 
marketers realize. It’s a subject that almost 
immediately breaks marketers into three opin- 
ion groups: those who are neutral, those who 
think tuneup is good business, and those who 
are against it. 

The opponents and neutralists feel that tune- 
up is alien to the basic business of marketing 
oil products, and they believe it incurs risks 
which are not commensurate with the potenti- 
ality. Their position is being weakened, 
though, by pragmatic proof: Good, competent 
dealers are turning this sideline service into 
a genuine money-maker. 

This is especially important these days be- 
cause it’s increasingly difficult for an operator 
to make a good living from the basic service- 
station business, handling only oil products. 
Fortunately, TBA has been another fine source 
of income. Even so, it has been necessary to 
enhance the potentiality of service stations con- 
siderably more. 

Enterprising dealers, often with the help of 
their suppliers, have done this through diversi- 
fication of products and services. Tuneup has 
caught on so successfully as an extra service 
that it’s described as the biggest thing in retail 
service-station marketing since TBA in the 
1930's. 


A few figures illustrate the size and scope 
of this activity. The tuneup market itself rep- 
resents a potential of approximately $1,236,- 
000,000, according to a special report in this 
issue (see page 119). Service stations already 
get a big chunk of this business and are in 
a position to get more. This has become a 
bigger business than most marketers realize. 

There’s one real problem, though, which is 
both an industry problem and an individual 
problem. It’s important that the service be per- 
formed to the complete satisfaction of custo- 
mers. Unfortunately, many dealers get into 
tuneup business without proper training, at- 
tracted by the lure of extra income. When the 
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job is poor, it’s as bad as having a dissatisfied 
oil-heat customer: He may not only drop the 
dealer; he may turn to another industry for 
service. 

Most companies, aware of this problem, 
make tuneup training programs available, if 
they encourage this extra-income activity. Be- 
cause of the persistent turnover, though, it’s 
not easy to keep stations manned with compe- 
tent personnel. 

This is an activity that merits the attention 
of top-level marketing executives because tune- 
up represents big business. And it’s business 
dealers can get and hold. This will enable 
dealers to make a better living out of the 
service-station business, and this could con- 
tribute to the stability of the segment. It must 
be done right, though, and constant scrutiny 
and assistance by jobbers and companies may 
be indispensable to the success of this phase of 
business. 
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OFFERS NEW PROFIT OPPORTUNITIES 
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GASOLINE 








SINCLAIR DINO GASOLINE matches the port, it’s winning new friends every day. 
performance of premium gasolines in 3 out IF YOU’RE LOOKING for more and 
of 5 cars—yet sells at regular price. It’s made better business, why not look into all the 
to give motorists the most for their gasoline advantages of a Sinclair Distributorship? 
dollar. Thanks to healthy advertising sup- For the whole story, write 


Sincfair a 


Sinclair Refining Company 


600 Fifth Avenue, New York 20, N. Y. 


AT Sinclair WE CARE...ABOUT YOU...ABOUT YOUR BUSINESS 
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It's a Breakthrough for Area Pricing 


Standard of California will install 
‘zone’ pricing in five states by 
autumn. Here's what it means 


BIGGEST BOOST YET for the area-pricing con- 
cept. That’s how many marketers see Standard 
Oil Co. of California’s plan to extend “consolidated 
trading zones” throughout most of its territory. 

Socal’s been trying the system in Washington 
State and Portland, Ore., since December (NPN— 
Jan. p21). Like all area-pricing plans, it solidifies 
many pricing localities into broad geographical 
zones. Dealers in each zone buy at a stated price 
that is “realistically low.” Dealer allowances are 
eliminated. 

Once generally opposed to area pricing, Socal’s 
top management now likes it enough to extend it 
to all five Far West states by autumn (see time- 
table at right). That’s highly significant because 
Socal has traditionally favored a tank-wagon level 
that is kept high and discounted. 

Extension of the plan to Los Angeles in July is 
also significant, because L.A. is the world’s biggest 
gasoline market—a 450-square-mile hotbed of 
price wars and the early home of scrappy private 
branders. Socal is the biggest factor there. 

Socal becomes the second market leader to estab- 
lish area pricing in its home ball-yard. Its move 
parallels Mobil Oil Co.’s action in the Boston and 
New England-New York markets late in 1959.* 


How Socal’s Plan Works 


Socal will consolidate over 3,000 pricing locali- 
ties into 228 trading zones by autumn. There’s no 
typical zone size because size is determined by 
specific market forces from region to region (see 
maps, next page). In general, zones are smallest in 
metropolitan areas, largest in rural areas. 

All dealers within a zone buy at the same price. 
It’s called “net price to retail” and is figured by 
subtracting a given dealer margin from the going 
pump price to motorists. The term “posted tank 
truck price” won’t be used anymore. 

Maps in each regional office will show the zone 


*Though not considered market leader there, Phillips 
Petroleum tried essentially the same thing in Oklahoma, 
where it is a strong factor. So did Esso Standard in the 
Carolinas. For complete background on these and other 
area-pricing plans, see NPN — Apr. °60 pl55 (“New 
Insights into Pricing”); Nov. 60 p98 (Mobil plan in 
Northeast and Northwest); Dec. 60 p100 (Esso plan in 
Carolinas); Jan. p21 (Standard of California, Mobil and 
Texaco plans on West Coast); Mar. p95 (Shell plan in 
Chicago); Apr. p112 (Phillips plan in Midcontinent). 
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HOW SOCAL’S ‘CONSOLIDATED TRADING 
ZONE’ SYSTEM OPERATES... 


@ Over 3,000 small pricing localities to be 
consolidated into 228 trading zones 


Dealers in each zone buy at stated ‘net 


price to retail,” based on pump price less 
dealer margin 


Tank-wagon prices and dealer allowances 
are eliminated. Company shares price drops 
75-25 with dealers 














HERE’S SOCAL’S TIMETABLE FOR 
INTRODUCING ITS NEW SYSTEM 


] Early July 


Washington, Portland, Ore 
(first introduced in December) 
Southern California 


2 Mid-July 


San Francisco Area 


3 Late July 


Fresno and Sacramento Areas 


4 August 
Remaining area 
A na, remaining areas of 


California, Nevada 








price along with a suggested price to motorists. 

When retail levels drop, Socal will reduce the 
net price to retail by 75% of the decline, “in order 
to assist dealers in a falling market. It will be in- 
creased to the same extent in a rising market.” 

Here’s how the system would work in practice. 
The target pump price in San Francisco is 31.9¢ 
gal. for regular. Allowing a 6¢ margin for dealers, 
the net price to retail would be 25.9¢ gal. (prices 
include 10¢ state and federal taxes). 

If the market fell to 29.9¢ gal——where it was 
in mid-July, for example—the net price to retail 
would be reduced in increments of 0.75¢ for each 
1¢ drop below the target pump price. At 2¢ under 
the target price, then, dealers would buy at a net 
price to retail of 24.4¢, getting a 5.5¢ margin. 
Further reductions would continue on the same 
scale. While there’s no official floor on dealer mar- 
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Socal pricing zones vary in size. Downtown Los Angeles (center) has 11 zones, not shown. Scale: one in. = 30 mi. 


(Beings on page 83) 
gins, it’s assumed that some form of relief would 
be provided in extreme situations. 

When the plan was introduced in Los Angeles 
last month, net prices to retail for Socal’s three 
grades of gasoline were 24.4¢, 27.7¢ and 29.9¢ 
gal. Posted tank truck prices for the past year 
stood at 27.8¢, 31.8¢ and 33.3¢. 

Target prices at the pump vary from zone to zone 
depending on economic factors. But dealers in all 
zones get a full 6¢ margin at target prices. 

Socal adds: “In establishing zones our object 
has been to make them wide enough so there is no 
question but that all dealers subject to the same 
competitive influences will be treated the same in 
our pricing to them; but not so wide as to cause 
the spread of price wars.” 

Also in early July, Socal adjusted its posted 
consumer prices downward “to reflect decreased 
costs due to improved methods of distribution.” 
Reductions ranged from 0.1¢ to 2.1¢ gal. But 
Socal says there’s no connection between its new 
dealer and consumer pricing systems—each pric 
level is on its own. 


How Competitors See It 


West Coast consensus is that Socal’s move is a 
constructive one, in essence. Many marketers ques- 
tion details of the plan, but answers won’t be 
known until the plan has been tried awhile. 


In Southern California, where the plan has been 
operative for almost a month, feelings are mixed. 
Some independents feel the system lends itself well 
to price drops to meet competition, not so well to 
equal upward moves. They feel it could help “the 
opportunist cut-rater” with sparse representation. 
Such a marketer might undercut the market through 
one station, they say; nearby stations would meet 
his competition; this would drag Standard down. 
Moving the other way might be a tougher proposi- 
tion, they observe. 

Others say that since Socal has been so forth- 
right in making its policy explicit, it gives the in- 
dustry a better chance to forecast consequences of 
price activity. 

Some major marketers contend that the geo- 
graphic division of zones is arbitrary, suiting 
Socal’s grasp of the marketplace—but that it will 
work as long as Socal acts as price leader. Others 
say you can’t be arbitrary. Some Mobil people 
are known to feel that Socal’s zones are too small. 
Areas under Mobil’s system are considerably larger, 
but have drawn some industry criticism on this 
score. 

A veteran West Coast marketing observer adds 
this observation: “A key factor is that Standard has 
tried to introduce a method of marketing which 
reconciles law with competition. They’ve taken a 
whirl at introducing a bit of practical idealism to 
the industry.” 
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After Six Months of Kennedy... 


... It’s apparent that developments affecting oil will be fewer, less extreme 
than first anticipated. But some storm clouds are showing. Here's the picture 


CRUCIAL PROBLEMS abroad have so domi- 
nated the first six months of the Kennedy admin- 
istration that policies affecting business appear at 
times to be taking shape without any plan. 


However, behind the appearance of confusion, 
administrators and regulators are beginning to get 
a firm grip on their jobs. Congress is learning what 
life with the new White House team is like, and 
a clearer picture is beginning to emerge of what’s 
in store from Washington for business generally, 
and the oil industry specifically. 


The Verdict of Business 


The reaction of business in general to the first 
six months of the Kennedy regime has differed 
somewhat from the reaction of the oil industry. 


After initial disappointment with the defeat of 
Richard M. Nixon, business entered a period of 
restrained admiration for Kennedy’s crisp way of 
handling matters. When events became rougher for 
Kennedy, a period of disenchantment set in, dram- 
atized most sharply by the break between Com- 
merce Secretary Luther N. Hodges and the Busi- 
ness Advisory Council. 


Administration eagerness for a more powerful 
role in labor relations, holding down price rises, 
promoting power projects, and clamping tighter 
regulation on everything from radio-TV to invest- 
ment, through tax policies, played a part in the 
changed attitude. 


The Verdict of Oil 


The change hasn’t been nearly as marked among 
Washington oil-industry spokesmen. They continue 
to feel that they can live reasonably, if not com- 
fortably, with the Kennedy administration. 


The presence of Speaker Sam Rayburn (D., Tex.) 
and Vice President Lyndon B. Johnson continues 
to reassure them that adverse changes and private 
vendettas against oil will be kept under control. 


The developing pattern of relations between Con- 
gress and the White House has been another reas- 
suring factor. Congress has quietly and efficiently 
worked its way through most major features of the 
Kennedy program. Much of the success to date has 
stemmed from administration willingness to com- 
promise, and this has meant, in turn, that many 
programs that appeared grandiose when unveiled 
appear less so when adopted. 

Among the White House operatives a high pre- 
mium is placed on being able to get along well 
with Congress. Consequently, some of the ap- 
pointees most feared by the oil industry when the 
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administration took over are beginning to appear 
less potent as their influence with Congress turns 
out to be limited. 


Two notable examples of this are James M. 
Landis, former Harvard Law School dean hired by 
Kennedy to reform the regulatory agencies, and 
Assistant Secretary Stanley S. Surrey, the Treasury 
Department’s chief tax policy maker, and a re- 
nowned antidepletionist. Since the regulatory agen- 
cies and taxes are two fields in which Congress 
jealously guards its power, these two men faced 
a tough course from the beginning. 

Since January, Congress has refused Landis on 
several of his agency reorganization plans, and in- 
siders on the Hill attribute it more to his “high- 
handedness” than to organized industry opposition. 
By the same token, tax proposals advanced by 
Surrey have been vastly altered by the House ways 
and means committee, and future tax programs, 
it is believed, will be worked out with more advice 
from Congressional tax writers. 

Representatives of the domestic oil industry are 
still relying on the Interior Dept. under Stewart L. 
Udall for strong support of the oil-import control 
program, and many are optimistic that there will be 
a workable solution in the near future to the per- 
plexing problem of how to regulate gas producers. 

International - oil - company spokesmen were 
aroused by proposals to clamp down tightly on 
taxation of overseas subsidiaries, and a plan to force 
them to accept surplus crops in exchange for oil 
products for the Defense Dept. But both these dan- 
gers have passed, they feel, at least for now. 


How Key Issues Shape Up 


Here are the developments and the outlook in 
Congress and the administration in five areas vital 
to oil: natural-gas regulation, antitrust enforcement, 
oil-import controls, taxes, and fuels policy. 

Natural Gas—President Kennedy finds himself 
in the unique position of being able to name all 
five members of the Federal Power Commission in 
a little over a year. This is a process that normally 
takes five years, with one term expiring each June. 

However, there were two vacancies left over 
from the Eisenhower administration. Commissioner 
Arthur Kline’s term expired this year, chairman 
Jerome K. Kuykendall wants to quit before his 
term expires next year, and Commissioner Fred- 
erick Stueck committed suicide. 

Kuykendall, in the interest of continuity, dropped 
his reluctance to give up the chairmanshi;: before 
his term expires. Joseph C. Swidler, former general 





..» The word in the Justice Department 


{Begins on page 85) 
counsel of Tennessee Valley Authority, will take 


over as chairman on Sept 1, and Kennedy men 
will be in the saddle. 


Changes are expected in a hurry once the 
Kennedy appointees learn their jobs. The indica- 
tions now are that interstate pipe lines, rather than 
producers, will bear the brunt of a drive to control 
gas prices more tightly. 


Producer prices, according to many authorities, 
have gone about as high as they can go in many 
producing areas. Since transmission costs are a big- 
ger chunk of the consumer’s total price anyway, 
some major battles between the FPC and the pipe 
lines on accounting practices are in store. 

On producer regulation, an early reading indi- 
cates that the FPC under Swidler will ask Congress 
-to approve a short-cut method of regulation, pos- 
sibly a combination of the “area pricing” concept 
developed by the commission under Kuykendall, 
and the “fair market price” approach sought by 
Rep. Oren Harris (D-Ark.), chairman of the house 
committee. 

This will mean that producer prices will be 
ratified at about their present levels, and increases 
will be allowed in step with economic factors, such 
as increases in wages and materials, or indications 
of a need to spur drilling and exploration. 

Swidler and his fellow Democrats are determined 
to dig the FPC out from under its backlog of un- 
decided cases, and, in addition, political factors 
point to the adoption of short-cut methods. 


In order to keep Democrats solidly behind him 
on national issues, Kennedy has shown his willing- 
ness to cooperate with Democrats in Congress on 
regional issues. For example, when Swidler and 
commissioner Howard V. Morgan were appointed 
and tagged “consumer” spokesmen, Democrats 
from the Southwest demanded, and got, a third 
appointee more to their liking, Oil Imports Ad- 
ministrator Lawrence J. O’Connor, a Texas Demo- 
crat and former oil-company executive. 


The chances are that early in 1962 Swidler will 
formulate a viewpoint of producer regulation ac- 
ceptable to the administration, and ask Congress 
for a major reform bill. Harris will lead the fight 
for legislation that will tighten all gas regulation in 
some respects, but will also solve the long-standing 
problems of regulating producers without the use 
ot cumbersome public-utility methods. 

Antitrust—The antitrusters are riding high in 
Congress, the Justice Dept., and the Federal Trade 
Commission. Three factors point to perhaps the 
toughest antitrust and anti-price-fixing enforcement 
in history. 

First, the Congressional antitrusters, Sen. Estes 
Kefauver (D., Tenn.), Rep. Wright Patman (D., 
Tex.) and Rep. Emanuel Celler (D., N. Y.) have 
close ties and are working together with colleagues 


in the administration, chairman Paul Rand Dixon 
of the Federal Trade Commission, and assistant 
attorney-general Lee Loevinger of the Justice Dept. 


Second, price-fixing disclosures and charges of 
faulty competitive practices in the electric-equip- 
ment manufacturing and drug industries have paved 
the way for public acceptance of tough enforcement. 
One sign of this is that long ignored legislation to 
tighten the antitrust laws is getting some attention 
in Congress. 


Third, and most important, one of the salient 
characteristics of the Kennedy administration to 
date is its war on price increases. The President 
apparently does not intend to see the nation’s 
growth eaten up by inflation, and his stern warn- 
ings to labor and management on wage-price in- 
creases are an indication. 

Vigorous antitrust and anti-price-fixing policies 
go hand-in-hand with this approach, so that now 
the antitrusters, far from being a dedicated but 
isolated band, are an integral part of major admin- 
istration policy. 

In the Justice Dept., attorney general Robert F. 
Kennedy, his brother’s close advisor on practically 
anything, leaves antitrust largely to Loevinger, but 
has left no doubt that he will back Loevinger fully. 
There are reports of a Kennedy meeting with some 
of the older hands in the department in which he is 
said to have urged them not to be over-cautious. 
The word in the department now is: “When in 
doubt, sue.” 


This activity may be tempered with reasonable- 
ness, however. The implications of the Justice 
Dept.’s approval of the merger between Standard 
of Kentucky and Standard of California haven’t 
been lost on industry representatives. 


Allowing Standard of California to extend its 
marketing geographically through merger is taken 
as a sign that some important mergers may be per- 
mitted, if they can clearly be shown to increase 
competition with bigger companies. It’s also re- 
garded as significant that Loevinger permitted this 
oil-industry merger when he fully expected criticism 
from not only the more zealous antimerger forces, 
but also from traditional foes of oil. 

At the FTC, Dixon has confined himself largely 
te girding for action by reorganizing and putting 
his own men in key spots. 

Congress has already handed the FTC authority 
to delegate much of its routine work to individual 
commissioners, hearings examiners, and employes. 
The point of this is to leave the full commission 
more time to make broad policy and ponder sig- 
nificant cases. 

Through his own reorganization of the commis- 
sion, Dixon has attempted to simplify procedures 
and put the responsibility for each case on a single 
staff attorney. 

Also, from now on, consent decrees will be ne- 
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now is: 'When in doubt, sue... 


gotiated by the office of the general counsel, rather 
than by hearing examiners, to free the examiners 
from some of their work. In addition, Dixon has 
set up a procedure for the negotiation of consent 
decrees before formal complaints are filed. This is 
expected to encourage companies to reach agree- 
ments because it will mean only one public notice 
of the charge—when the consent decree is reached. 

In the Justice Dept., Robert Kennedy has or- 
dered the publication of consent decrees before 
they became final to give interested parties an op- 
portunity to comment. This move may deter the 
successful negotiation of many such agreements to 
end antitrust charges. 


In Congress, a spate of antitrust proposals are 
getting attention. 


One, by Celler, would force automobile makers 
to get out of the car-financing business. It’s aimed 
primarily at General Motors Corp’s financing sub- 
sidiary, General Motors Acceptance Corp. House 
hearings have been completed. 


Another package of four bills, by Celler and 
Kefauver, would (1) raise fines for Sherman Act 
violations, (2) put penalties on price-fixing and 
division-of-markets violations of up to $500,000 
for corporations and $100,000 plus a year in jail 
for individuals (3) raise the fine for Clayton Act 
price-fixing violations from $5,000 to $100,000 
for corporation officials who knew underlings were 
taking part in illegal activities; and (4) require bid- 
ders on government contracts who had submitted 
identical bids within the previous two years to 
certify that their bids were reached independently. 


The strong position of the antitrusters isn’t help- 
ing the proponents of federal “fair trade” legisla- 
tion. Despite Senate hearings this year on the bill, 
newly dubbed “Fair Competitive Practices Act,” 
there is little chance for passage, either this year or 
next, with administration opposition expected to 
continue strong. The bill would allow national 
manufacturers to set and enforce wholesale and 
retail prices. 


Imports—The outlook for the future of import 
controls must be considered in light of the admin- 
istration’s keen concern over Latin American re- 
lations and the importance of the Betancourt re- 
gime in Venezuela. 


This summer the Office of Civil and Defense Mo- 
bilization is conducting a study of the need for re- 
sidual-fuel-oil controls. Coal industry spokesmen 
fear, and importing companies hope, that this study 
will result in lifting controls on resid. The present 
controls, as altered this year by the Interior Dept., 
are considerably laxer than they were under Presi- 
dent Eisenhower. Coal men charge that in their 
present form they are useless anyway. 


In the Interior Dept., assistant secretary John 
M. Kelly is continuing his study of import regu- 
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lations for crude and products, and further tighten- 
ing of this part of the program is expected. 


The independence being shown by the reconsu- 
tuted oil-import appeals board has alarmed do- 
mestic producers, and the liberality shown by the 
board recently, it is charged, will set dangerous 
precedents that will undermine the imports pro- 
gram. 

Particularly offensive to the producers was the 
granting of larger quotas to two small refiners on 
the basis of economic hardship. Almost any refiner, 
they claim, can make the same appeal, and Kelly 
and Udall may find the actions of the board occas- 
ionally at variance with their own sympathies for 
domestic producers. 

Finding men to man the second-level jobs in oil 
in the Interior Dept. has been a problem to Udall. 
He searched for months to find a replacement for 
Capt. Matthew V. Carson Jr. as chief of the office 
of oil and gas, and put out pleas to industry for 
candidates. 

The problem was intensified when O’Connor was 
appointed to the FPC, for it left the job of admin- 
istrator of oil imports unfilled. Suggestions to com- 
bine the two jobs apparently have been rejected, 
and in mid-July, the search was continuing for men 
to fill both posts. 

Udall’s early bid for the key administration posi- 
tion in the fuels field has been only partly success- 
ful, in the view of some observers. He is successful 
to the extent that the Office of Civil and Defense 
Mobilization is being downgraded. 


Even if OCDM is disbanded, however, it’s un- 
likely that determinations of the need for import 
controls on the basis of defense requirements will 
be shifted to the Interior Dept. 


In addition some conflict between the State Dept. 
and the Interior Dept. is built into their roles, and 
regardless of Udall’s attempts to fit Interior policies 
on oil imports into foreign-policy objectives, the 
State Dept. isn’t likely to let Udall usurp the field. 


Fuels Policy—When Kennedy was campaigning 
in West Virginia in the primary campaigns last 
year, he promised the coal industry a National 
Fuels Policy study. This promise has been reiter- 
ated by Udall, but thus far performance is falling 
far short of the coal industry’s hopes. 

The objective is an increase in coal production 
of 1-million tons per year, through tighter residual- 
fuel-oil import controls and an end to so-called 
“dump” sales of natural gas. 

In Senate hearings, in view of some observers, 
coal witnesses limited themselves too narrowly to 
these issues, and failed to arouse enthusiasm in in- 
terior committee chairman Clinton P. Anderson 
(D., N.M.) for a broad, well-financed study. 
Throughout the hearings, Anderson objected to 
coal’s plea for a special Senate committee to make 
a two-year study, and suggested instead a special 
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subcommittee on the interior committee, which 
would operate under Anderson’s thumb. 

This alternative is unsatisfactory to the coal in- 
dustry, and it is expected to renew its demand for 
a more thorough study. It may also shift its attack 
to the House. 


A House labor subcommittee has conducted 
hearings on the relationship between imports and 
unemployment, in which the coal industry pre- 
sented its arguments against imported resid. 

However, in view of the shakiness of Venezuela’s 
democratic government, and the importance of 
resid exports to Venezuela’s economy, it’s fairly 
certain that the administration will seek other 
means than trade policy to aid coal areas. 

Taxes—Kennedy has made two major tax 
proposals to Congress. With the first, financing for 
the federal highway program, he scored a major 
success. With the second, a package of tax measure 
to increase investment incentives for capital con- 
struction and bring about a number of reforms, he 
has been forced to accept big compromises. 

Kennedy achieved the main objectives of his 
highway financing proposals, to keep the program 
on a pay-as-you-go basis, provide for completion 
on schedule by 1973, and impose a larger burden 
on the trucking industry. 

In the process, the “temporary” fourth cent per 
gallon tax on gasoline became a permanent feature 
of the program’s financing, despite industry at- 
tempts to have it dropped. 


An incentive to states to regulate the use of 
billboards along the interstate system was retained, 
largely due to efforts by Sen. Maurine B. Neuberger 
(D., Ore.), who is also threatening to push legis- 
lation to require the use of exhaust-control devices 
on cars sold in interstate commerce. 


Representatives of gasoline retailers made signi- 
ficant gains in their fight to win a tax rebate to 
compensate them for gasoline lost through shrink- 
age. A 1% return of gasoline taxes was voted by 
the Senate, and a conference of House and Senate 
members agreed with the provision in principle. 

However they insisted on a precise determina- 
tion of the amount to be refunded, and asked the 
Treasury Dept. to make a study of the problem 
this year. 

The changes wrought by the House ways and 
means committee in Kennedy’s big tax package 
augurs a major fight in the future over attempts 
to get the thorough-going reforms Kennedy wants. 

The Kennedy tax technicians envision a simpli- 
fication of the tax structure. This would do away 
with many special features and allowances, and 
undoubtedly include a reduction in the percentage 
depletion allowance for oil and gas. With such 
special features cut back and eliminated, the 
reasoning goes, tax rates could be lowered gen- 
erally. This approach is regarded the chief threat to 
the 27.5% depletion rate for oil and gas. 


‘Esso’ in Southeast 


Humble aims at 30% of the market 
in Kentucky Standard territory 


HUMBLE OIL & REFINING is shifting into 
high gear with a fast-moving program reportedly 
aimed at winning 30% of the market in the South- 
east. The object is to prevent the impending merger 
of Kentucky Standard and Standard Oil of Cali- 
fornia from freezing Humble out of the market 
(NPN—July p94). 

Terms of the merger agreement call for an end 
by 1966 of Humble’s contract to supply an esti- 
mated 75% of Kentucky Standard’s needs. 

Humble established “Esso”-branded stations in 
Georgia, Florida, and Alabama in mid-July. It 
will reportedly spend $20-million to acquire dis- 
tribution in the five-state Kentucky Standard terri- 
tory, which also includes Mississippi and Kentucky. 


Where Esso Stands 


Esso is now in all five states. It established sta- 
tions in Mississippi only nine days after the merger 
was announced in June. 

Also in mid-July, Humble converted its eight 
stations in Louisville to the “Esso” brand. They 
had operated as Oklahoma stations since Humble 
bought them from Gaseteria in 1958. 

The Louisville stations had been Humble’s only 
retail marketing operations in Kentucky Standard 
territory. A great deal of its product was sold in 
the area, but all of it through Kentucky Standard, 
which has been, in effect, operating as a great big 
jobber. 

If Humble can attain its desired 30% of the 
6-billion-gal. market, it would go a long way toward 
making up for loss of its longtime supply arrange- 
ment with Kentucky. Kentucky’s purchases come 
to about 2 billion gal. 

The newest Esso stations are at Sheffield and 
Birmingham, Ala.; Ringgold, Rome, and Rossville, 
Ga.; and Miami and Pensacola, Fla. They bring 
to 23 the number of states east of the Mississippi 
where Esso is sold. 


What's Ahead 


Says R. H. Venn, vice president in charge of 
Humble’s Southeast region: “A thorough study of 
the marketing potential in the Southeastern states 
has convinced us that our direct marketing opera- 
tions should be extended in that area. . . . Use of 
our Esso brand name in service stations selling our 
products directly is the initial step in the current 
market development program we have planned. . .” 

Humble has asked a federal court at Jackson, 
Miss., to issue a declaratory judgment affirming its 
right to the “Esso” name in the Standard of Ken- 
tucky territory. The court granted Kentucky Stand- 
ard’s request for additional time to prepare a reply, 
and gave it an extension to Sept. 5. 
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ADVERTISING BILLBOARD sponsored by win Ports Uil Men’s 
Club of Duluth, Minn., and Superior, Wis., won third place 
among 370 entries in a recent national outdoor-advertising contest. 


NEW HEADQUARTERS of Tennessee Gas Transmis- 
sion Co. in downtown Houston is scheduled for 
completion in early 1963. Subsidiary Tenneco Oil 
will operate from the 33-story building. 


TWIN SERVICE STATION with 
bridge-restaurant, built by 
American Oil Co. on Illinois 
Tollway (above), is matched by 
British Petroleum Co. service- 
refreshment station near Bo- 
logna, Italy (right). Both have 
restaurants, operated by separ- 
ate companies, on a bridge over 
the highway. The Italian setup 
also has a bar, bank, telegraph 
office, and several other shops. 
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This machine answers 120 questions at a turnpike station 


New ‘Directomat’ 


Pushbutton unit answers travel 
questions of touring motorists 


A MACHINE has taken over the job of answer- 
ing motorists’ travel questions at a Cities Service 
Oil Co. service station on the New Jersey Turn- 
pike. But it has aroused so much interest that the 
“Pikettes” who staff the station’s Touring Center 
now find themselves answering many questions 
about the machine itself. 

Actually, the “Directomat,” as the machine is 
called, is intended to supplement rather than re- 
place the center’s personalized service. By simply 
pressing a button a motorist can obtain answers 
to his questions on a handy slip of paper that’s 
easily carried in wallet or purse for later reference. 

It takes just seven seconds, eliminating a pos- 
sible wait at a crowded information counter when 
the center is busy. It also does away with the 
need of motorists’ writing down complicated travel 
directions. 

Initial response has been good, and Cities Service 
plans to install similar electronic “brains” at se- 
lected service stations throughout its market. The 
first Directomat is at service area 10-N on the 
Jersey Turnpike, near Woodbridge, N. J. 

The Directomat contains the answers to 120 
most-asked questions. About two-thirds are travel 
directions to points in New Jersey, New York City 
and suburbs, New York State, Connecticut, and 
New England. There are eight answers containing 
interesting facts about the turnpike itself. The rest 
contain a wide variety of tourist and other infor- 
mation. 

The paper slips containing the answers are being 
considered, too, as an advertising medium. Pos- 
sible users would be hotels, motels, restaurants, 
theaters. Cities Service is already using the eye- 
catching Directomat as a showcase for pictorial 
displays of its own accomplishments. 


* In case you misséd it... 


> Sun Oil is issuing its first credit cards to motor- 
ists. The Sun cards are made of plastic. Sun will 
not give up its Sunchex system of credit sales. It 
says surveys indicate that some motorists want a 
card instead of a checkbook. 


> Atlantic Refining plans to enter direct marketing 
of LP-gas, through a natural-gas-and-products divi- 
sion at its production headquarters at Houston. 


> Eight retail gasoline dealers in Erie County, 
N. Y., have sued Texaco for $1,965,000 treble 
damages in federal court, claiming Texaco sold 
gasoline to their competitors at a lower price 
than to them. 


& Sales of gasoline and other products at U. S. 
service stations in June rose to $1,595-million from 
$1,540-million in May and from $1,524-million 
in June, 1960, the Census Bureau reports. 


> A federal court at Miami acquitted Sinclair Re- 
fining Co. of price discrimination in sales of gaso- 
line to a service station at Hallandale, Fla. The 
station charged that its business was damaged be- 
cause Sinclair sold gasoline to its competitors at 
lower prices. 


& The U. S. Patent Office has granted American 
Oil Co. a patent on a new gasoline additive called 
M.PG, which stands for “more miles per gallon.” 
It is used with regular and premium gasoline sold 
by Standard Oil dealers in 15 Midwestern states. 


& Florida Southern Oil Co., a subsidiary of 
Frontier Refining Co., will operate eight service 
stations Frontier is building in Florida. Frontier 
recently bought 29 outlets in Florida from Union 
Petroleum and will market there under the Union 
Petroleum brand, rather than Beeline. 


> Signal Oil & Gas Co. has bought a minority 
stock interest in Billups Western Petroleum. Bill- 
ups has 220 service stations in Texas, Louisiana, 
Missouri, Mississippi, Alabama, and Tennessee. 


& Pacific Petroleums plans to market gasoline 
in the Okanagan Valley region of British Colum- 
bia. Its two initial stations—at Penticton, near the 
Washington border—are scheduled for completion 
this month. 


& American Oil Co. product pricing manager 
William C. Marquis says the company has “no in- 
tention” of using wide-area pricing. “There is only 
one sensible, workable way to price, and that’s in 
conformity with the local economic and competi- 
tive conditions,” he says. 
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Hey Pop! He’s wearin’ our brand! 














THERE’S NO BUSINESS LIKE THE OIL BUSINESS... 


and what customers will do next is anybody’s guess. But there’s 
never any guesswork about the services you get when you are sup- 
plied by Ashland Oil. What’s more . . . as the nation’s largest inde- 
pendent supplier of petroleum products, Ashland Oil & Refining 
Company understands and respects your independence. Here are 
just a few of the benefits you get from a working agreement with us: 
e You are your own boss # You choose the marketing program that best 
suits you « You get effective merchandising and selling tools ° You get 
products of highest quality . . . developed and test-approved by Ashland’s 
outstanding technical and engineering staff. 


For complete information on how Ashland’s sales program for independent 
marketers can benefit you . . . write, wire or phone us today! 


ASHLAND OIL & REFINING COMPANY 
Home Office: Ashland, Kentucky 


ALTON, ILL., 528 Henry Street-—BUFFALO, N. Y., 800 Ellicott Square—CHICAGO, ILL., 6 N. Michigan Avenue—CINCINNATI, 0., 
811 Federal Reserve Bank Bidg.—CLARKSVILLE, IND., 214 Center Street— CLEVELAND, 0., Standard Bidg—DETROIT, 
MICH., Dearborn P. 0. Box 6025—EVANSVILLE, IND., 2500 Broadway—FINDLAY, 0., P. 0. Box 210—FREEDOM, PA.—LOUIS- 
VILLE, KY., 1202 S. Third Street-—NASHVILLE, TENN., 5 Main Street-—PADUCAH, KY.—PITTSBURGH, PA., 711 Shields Bldg. 


The Independent Supplier fot Independents 
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What's Ahead for Electric Heat 


Nothing but growth, utilities say, as they outline a 10-year plan 
to snag new-home and commercial-industrial markets. In terms of 
new users, electric heat could easily outsell automatic oil heat 


LECTRIC HEAT is expected to go into 4,668,000 

; homes, commercial establishments, and in- 
dustrial plants by the end of the 1960s—a 45% 
gain in the decade. 

This is the conclusion of Electrical World, a 
McGraw-Hill magazine, based on responses from 
134 utilities serving 74% of the electric meters in 
the U. S. 

Here’s the breakdown: 

e 4,280,000 homes—a 465% gain over the 
920,000 homes served by electric heat last year. 
By 1969, total of electrically heated homes will be 
5.2-million. Of this total, 75% will be new homes, 
25% old homes converted from other fuels. 

e 360,000 commercial — establishments—a 
400% gain over the 90,000 of last year. By 1969, 
electric heat will serve 450,000 commercial estab- 
lishments. About 76% of this market will be in 
new building, 24% in old buildings that have 
switched fuels. 

e@ 28,000 industrial plants—a 233% gain over 
the 12,000 plants served last year. By 1969, in- 
dustrial plants with electric heat will hit 40,000. 
Of this, 59% will be new plants, 41% older plants 
converted from other fuels. 

Overall, by 1969, electric utilities say they 
will serve close to 5.7-million electric-heat accounts 
of all types. Last year they served 1,020,000 ac- 
counts. By the end of this year, the number is 
expected to be 1,235,000 accounts, a gain of 
20.8% for the year. 


Tough Days Ahead for Oil 


Electrical World says its estimates are conserva- 
tive. Some in the industry see 7- or 8-million elec- 
trically heated homes by 1969. 

But even on the basis of conservative estimates, 
there’s nothing for oil-heat men to cheer about. 
Here are some comparisons that emphasize the 
magnitude of electric heat’s 10-year plans: 

e Electric heat’s added 4,280,000 homes by 
1969 equals 69% of domestic oil-burner sales in 
the 1950-1959 period. 

e Electric heat’s 388,000 new commercial-in- 
dustrial users by 1969 is 14% more than the com- 


By CORNELIUS BRODERSEN 
Fuel-Oil Editor 


mercial-industrial oil burners sold in the past 
decade. 

e Electric heat’s estimated gain of 213,000 
homes this year is 44.2% of the domestic oil- 
burners sold last year; is 88% of the warm-air oil 
units sold in the same period; is 69% more than 
the boiler-burner units sold in the same period; and 
is 89% more than burners sold separately the 
same year. 

e@ Electric heat’s 17,000 new commercial-in- 
dustrial users to be added this year is 68% of 
commercial-industrial oil burners sold last year. 


What's Preferred in Electric Heat 


Oil jobbers will find most of their domestic 
competition from resistance-type heat. Right now 
it’s 85% of the domestic electric-heat market; heat 
pumps make up the rest. By 1969 heat pumps will 
have 26% of the domestic electric-heat market. 

Baseboard heating is now the most popular type 
of resistance heat, and is expected to continue to 
be. It’s easy to install, but not the cheapest, and 
is said to provide the best type of comfort and heat 
distribution. Ceiling cable-type resistance heat is 
next in popularity, being cheap to install (in new 
homes) and providing for freedom in room decora- 
tions and furniture placement. Other types of 
resistance heat (wall units, glass panels, even base- 
board units) offer some restrictions. 

In the commercial-industrial area, jobbers will 
compete mainly against heat pumps, units that 
heat and cool at different seasons. Heat pumps 
now account for 52% of electric-heat’s commer- 
cial-industrial sales; by 1969, they’re expected to 
take 49% of the market. 


Electric Heat in the Sixties 


Total Total Total 
End of 1960 End of 1961* End of 1969* 


920,000 1,116,000 5,200,000 


Residential 
Commercial 90,000 105,000 450,000 
Industrial 12,000 14,000 40,000 


Total 1,022,000 1,235,000 5,690,000 





. Estimates by Electrical World, McGraw-Hill magazine, 
based on reports of 134 utilities representing 74% of total U.S. 
meters. 
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How Residential Electric Heating Will Grow 


(TOTAL DWELLING UNITS) 


‘ 


~ BREE HO HEAT — 920,000 











1 Estimate by. Electrical World. 


2NPN Factbook Issue, Mid-May 1961-62, p1 42. 


Oil jobbers will find competition for the home- 
heat dollar coming from all sides: (1) the utility 
trade group, Edison Electrical Institute (EEI); (2) 
the equipment manufacturers’ group, National 
Electrical Manufacturers Assn. (NEMA); (3) elec- 
tric utilities and even gas-and-electric utilities; (4) 
electrical contractors; (5) appliance dealers; (6) 
heating and ventilating contractors; (7) architects; 
(8) engineers; (9) bankers; and (10) realtors. 

They'll be working together. The themes—“to 
live better electrically” and “electricity does so 
many things better”—-will come from EEI, NEMA, 
and utilities in media advertising and direct-mail 
campaigns. On top of the $54-million that electrical 
trade groups are spending this year to push the 
concept of electric living, utilities can be counted 
on to spend about $123,000 each on similar pro- 
motion. 

The bulk of electric-heat equipment sales and 
installation will be handled by electrical contrac- 
tors, with installation plans either supervised or 
approved by utilities. Appliance dealers and venti- 
lating contractors will also be in the picture. 

A lot of sales assistance will come from archi- 
tects, engineers, bankers, and real-estate people. 
Utilities pushing electric heat now are already work- 
ing with these groups. The builder, who had a lot 
to do with spreading natural gas, is at the bottom 
of the pile. 


August, 1961 * NATIONAL PETROLEUM NEWS 


Electric-heat advocates admit they have prob- 
lems. The big ones are: 


e High cost of heating a home by electricity. 
e Extra cost of insulating a home. 


The survey reports 46% of utilities say high 
operating costs are deterring sales of electric heat. 
Many utilities are offering special rates to attract 
a heating load, but only 10 say their rates for heat 
are below 1¢ per kwhr. And it is in this low-rate 
bracket that electric heat begins to compete with 
oil on a cost basis. 


To keep fuel costs down as much as possible, 
utilities insist on 6 in. of insulation in the ceiling, 
4 in. in the walls, and 2 in. under floors, plus 
storm windows and doors. Homeowners, while in- 
clined to insulate new homes to a minimum, are 
rebelling against the extra cost of full insulation. 
The survey also points out that some builders and 
engineers, as a result of this extra insulation, aren’t 
too enthusiastic about electric heat’s saleabilty in 
new homes. 


This leads to another problem. To get the total 
load they think they should have by the end of 
the decade, utilities admit they must hit the con- 
version market. But it’s more expensive to install 
electric heat and extra insulation in an existing 
house than in a new home, and homeowners are 
inclined to shy away from these extra costs. * 





ae Set 


The photograph above shows a 
Gorman-Rupp Type “O”’ centrifugal 
pump used by Imperial Oil, Ltd. in 
its aviation fueling installation at 
the London, Ontario airport to pump 
jet fuel from underground tanks 
directly into the aircraft. Back of 
it, one of the airplanes served by 
Imperial Oil, a Viscount from the fleet 
of Trans-Canada Air Lines, largest 
air carrier in the Dominion, 

In the smaller photograph at the 
right, you see the same pump closer 
up. Note its clean lines and the long, 
sturdy pedestal bearing between 
pump and motor. That’s an indica- 


tea 


GORMAN-RUPP 


pumps favorites in the handling of 
aviation, commercial gasoline and 
heating fuels all over the world. 

Other features: self-priming . . . no 
check valve . . . only one moving 
part . . . straight-in suction to the 
eye of the impeller, giving maximum 
priming lift. They all add up to high 
pumping efficiency and long, depend- 
able service, with the least possible 
maintenance and downtime for re- 
pairs. e See your Gorman-Rupp dis- 
tributor, or write us direct. 





PUMP 


handles the fueling job for Imperial Oil 


ee 


THE GORMAN-RUP 


P COMPANY 


305 Bowman Street, Mansfield, Ohio 


tion of the simple, foolproof design 
and rugged, heavy-duty construction 
which have made Gorman-Rupp 


GORMAN-RUPP OF CANADA LTD. 


St. Thomas, Ontario 
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Keys to Good Burner Service 


An expert tells you why to offer burner service, what to cover, how to 
make adjustments. Check your operation against his blueprint for service 


GOOD ANNUAL PROGRAM for burner service 
A and maintenance is a benefit to oil-heat men 
as well as their customers. So says Frank R. Dunn, 
Atlantic Refining Co. senior application engineer. 

Customers gain through improved burner effi- 
ciency, increased cleanliness, lower fuel bills. Oil- 
heat men get paid through customer satisfaction, a 
better oil-heat “image,” and fewer costly callbacks. 

If you’re not giving burner service now, Dunn 
feels you should be—for your own protection and 
growth. If you do give it, how does your program 
measure up to Dunn’s detailed blueprints? 


What to Cover 

Good burner service is a two-part deal, says 
Dunn. It calls for: 

1. A well-designed routine maintenance check; 

2. Correct burner adjustment, with combustion- 
testing and other instruments, to bring the unit to 
top form. 

Maintenance Check—Dunn says these items 
make up a good standard maintenance program: 


—Thoroughly inspect and clean unit’s flue passages. 

—lInspect and clean smokepipe and base of chimney. 

—Remove and clean electrodes; then set them for cor- 
rect ignition. 

—Inspect nozzle, replacing if necessary. 

—Thoroughly clean burner fan, burner housing, and 
air-handling parts. (Dirt in squirrel-cage fans builds up 
to affect burner efficiency adversely.) 

—Replace oil-filter cartridge; if their is no such cartridge, 
clean fuel-pump strainer. 

—Seal all leaks in heating plant, covering areas around 
smokepipe, doors, burner blast tube, and combustion 
chamber. 

—Test fuel pump and adjust for correct pressure. 

—Check fuel pump for tight seal and positive cutoff. 

—Check burner electrical controls, cleaning and adjust- 
ing if necessary. 

—tLubricate oil-burner motor and circulator or fan- 
blower motor. 


Adjustments and Instruments—Every time the 
maintenance check is made, a complete adjustment 
check with instruments should follow. “Instru- 
ments,” says Dunn, “not only permit the burner 
to be adjusted to peak performance, but also pro- 
vide the means to detect faulty operation that 
should be corrected.” 

Here’s the list of instruments Dunn suggests be 
used in making the adjustments: 


*At Oil-Heat Institute’s technical symposium held in Washing- 
ton (June, p. 114) 
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Frank R. Dunn: If you’re not giving burner service now, 
you should be—for your own protection and for growth 


Draft gage—to measure draft in a system. 

Dial or thermometer—to measure temperature of com- 
bustion gases at the unit’s outlet. 

CO:z tester—to measure concentration of CO2 in com- 
bustion gases to provide an indirect measure of the amount 
of excess air supplied for combustion. 

Smoke tester—to measure amount of smoke in com- 
bustion gases relative to standard Shell-Bacharach smoke 
scale. 

Pressure gage—to measure fuel-oil pump pressure at 
nozzle. 

Vacuum gage—to measure oil-pump suction. 

Flame mirror—to examine out-of-the-way places in a 
heating plant; to check uniformity of nozzle spray, igni- 
tion, and combustion-chamber flame impingement, among 
other items. 


A good adjustment program is just as important 
as a good maintenance check, says Dunn. And 
while it takes longer to use instruments than to do 
it “by feel,” the benefits with instruments are 
greater. “The guess method of adjustment,” Dunn 
says, “simply cannot match the certainty provided 
by instruments when they are properly used.” Here 
are the steps Dunn outlines in his burner instru- 
ment-adjustment program: 


—Check overfire and stack draft. Adjust the draft reg- 
ulator to get a reading of 0.01-0.02-in. of water. With 
the proper overfire draft adjustment, stack draft should 
normally be 0.02-0.04-in. of water. 

—tTake stack temperature. Acceptable limits here are 
450°-700° F. 

Take smoke tests. A No. 1 smoke number is the goal. 
Adjust air shutter on burner fan and test and re-test until 
a No. 1 smoke is the result. 





Fuel Oil 


—Check COs. The acceptable minimum is 8% CO2. If 
you can’t get it that high, it’s a sign that excessive air 
is leaking into the burner system or there’s some defect. 

—Work out combustion efficiency. Using a chart or 
slide-rule computer, determine combustion efficiency from 
COz and stack-temperature readings. The acceptable mini- 
mum is 70% combustion efficiency. But Dunn adds that 
higher values of 75%-80% are more in line with expecta- 
tions from well-adjusted heating plants in good condition. 

—Check flame ignition and cut-off. Ignition should oc- 
cur in a few seconds without undue smoke or pulsation. 
A long cut-off time (10-20 sec.) and excessive smoking 
show corrective action is needed. 

—Look for flame impingement against combustion- 
chamber walls. Impingement can be caused by a wrong- 
size nozzle or one with the incorrect spray pattern to 
suit the size and shape of the chamber. It can also be 
caused by a combustion chamber that is too small or of 
the wrong shape for the required oil-firing rate. 

—Check for odor around the heating unit and draft 
regulator. A strong oil odor may signify unburned oil 
going up the chimney. This is wasted heat. It can also be 
caused by faulty atomization and/or poor air-oil mixing. 

—With burner running, check for excessive noise. Rat- 
tles, hums, and pulsations during start-up and shut-down 
are objectionable and are related to some mechanical 
cause. Check to locate and repair or adjust. 


Here’s Your Payout 


Dunn says properly maintained and adjusted 
burners will retain their efficiency, operate with 


stack temperatures in a narrow range, and will 
need little or no vacuum-cleaning when compared 
to burners that are not properly adjusted. 

Just what can happen to two identical units— 
one properly adjusted and the other out of whack 
—is seen in one of Atlantic’s lab tests. Each burner 
was carefully serviced to give essentially identical 
efficiency when adjusted for the same air-to-fuel 
ratio. Both units were vacuum-cleaned before tests 
started. Then one burner was set to operate at a 
0-1 smoke number, the other at a 4-5 smoke num- 
ber. Each unit was run 140 days at 1-gph rate of 
No. 2 oil on a 10-minute “on” and 20- minutc 
“off” cycle until 1,200 gal. of oil was used. 

Stack temperatures of the low-smoke level unit 
ranged from 440° to 470°, a net change of 30°; 
the high-smoke level unit’s stack temperature 
ranged from 447° to 622°, a variance of 175°. 

Combustion efficiency of the low-smoke unit re- 
mained at 80.5%; that of the high-smoke unit 
started out at 80.2%, dropped to 76%. 

There was no change of smoke number in either 
unit. 

The low-smoke unit needed no vacuum-cleaning 
after the test was over; the high-smoke unit did. 
Vacuum-cleaning, Dunn says, is time-consuming, 
costly, and messy. 





Memos for Fuel-Oil Men... 


At Boston oil heat show: 





Jobbers saw new computing head... 


P National Fire Protection Assn. 
and Underwriters Laboratories 
(UL) have approved in principal 
the new low-temperature, all-metal, 
Type L prefabricated vent when 
used with induced-draft oil-heat 
equipment. Once current tests on 
vents and equipment are over and 
both pieces are listed by UL, the 
way will be open to lower installa- 
tion costs in new homes. With Type 
L vents and induced-draft burners, 
masonry chimneys won't be neces- 
sary. If vents are approved, manu- 
facturers will have to be ready to 
meet demand by September. 


chambers relined with ceramic felt 


>For heating-oil jobbers who want 
to learn more about how to set up 
deliveries on the basis of degree 
days, Hidy Brown Recorder Co., 
Cincinnati 30, Ohio, is offering de- 
tailed and easily understood infor- 
mation and sample cards without 
cost. 


>To increase storage capacity of 
some of his more remote accounts 
under emergency conditions, a 
Pennsylvania heating-oil jobber of- 
fered to install a 55-gal. reserve 
tank free, tying it to the regular 
275-gal. tank. 


. « Pushbutton degree-day system 


PAmerican Gas Assn. says 1.2 
million new gas-heat customers 
were added in 1960, for a 5.8% 
gain over 1959. It predicts that 
more than 3.5-million new custom- 
ers will be added by the end of 
1963. Of new accounts added last 
year, 62% were in new homes, 
38% converted from other fuels. 


»Heating-oil jobbers in Massachu- 
setts can get a tax rebate on motor 
fuel ‘used for pumping oil into stor- 
age tanks only if their trucks carry 
this fuel in a separate tank. 
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cut alinement time in s 
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PRE-FIGURED, FACTORY- 
APPROVED CAMBER- 
CASTER SETTINGS 
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from the 7 Check-O- Matic 
Plates select the one for the 
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i Its Greatest Achievement 
In Simplified Wheel Alinement! 


place the Check-O-Matic Plate Gx Now Bear makes it easier than ever for you to cash in on booming 
the Bear 27 Magnetic Gauge. alinement profits! Check-O-Matic takes all of the mystery and guess- 
work out of alinement work. No need to refer to specification charts or 
to do any calculating. Check-O-Matic tells you at a glance whether 
AT A GLANCE... the BUBBLE camber and caster are OK or need correction. If corrections are needed, 
tells you whether settings are Check-O-Matic tells you how to make adjustments on the particular 
car. Mechanics without previous alinement experience can now quickly 


Correct or Not Correct learn to do alinement operations. 
= You Have a Choice of 3 
Check-O-Matic Services! 


You can get Check-O-Matic as part of the 

, ‘| i # new Portaliner Service—the first truly port- 

AT A GLANCE... Check-O-Matic { be as able alinement service that includes every- 

we a if; $M thing you need to get into BIG PROFIT business. 

# You can get Check-O-Matic with the Bear 

1 27 Magnetic Gauge in a sturdy, compact 

carrying case—or—you can order the Check- 

# O-Matic Plates in a handy indexed holder 
# to use with your present Bear 27 Gauge. 
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Send my Free Check-O-Matic Bulletin without cost or obligation. 


Name 
Address 
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What Murphy-Ingram Merger Means 


A better-balanced outfit will be 
fighting for gallonage in the 
Southeast, making a hot scrap 
hotter. Here's what the new 
combination looks like 


AS SOUTHEAST MARKETERS square off for 
record competition, Murphy Corp. shapes up as 
a force to reckon with. The reason: its impending 
merger with Ingram Oil & Refining of New Or- 
leans. 

Murphy, headquartered in El Dorado, Ark., 
should emerge as a strong, well-balanced com- 
petitor because the two companies are naturals 
for each other. Murphy, a production-oriented com- 
pany, has been short on marketing outlets until 
recently. Ingram was one of the few remaining 
independent refiner-marketers without crude pro- 
duction or reserves. Both companies operate in 
roughly the same territory—the Midwest and 
Southeast, centering around the Mississippi River 
area. 

In itself, the merger won’t change market con- 
ditions, area marketers believe. But it should mean 
even harder competition in the Southeast, rocked 
earlier by the planned merger of Standard Oil 
Co. of California and Standard Oil Co. of Ken- 
tucky (NPN—July p94 and p88 this issue). 


Whet Murphy Has 


Murphy is an integrated company with crude 
and natural gas production in the U.S., Canada and 
Venezuela. At the end of the first quarter of this 
year, its net crude and gas production was running 
14,429 b/d. Its finished product sales have been 
averaging about 27,130 b/d. 

Murphy’s 15,000-b/d refinery at Superior, Wis., 
has been averaging 12,297 b/d on runs. Murphy 
also has processing arrangements with other re- 
finers on the Gulf Coast and in Venezuela. 

At the end of 1960, Murphy reported sales 
through 636 retail outlets in Canada, the District 
of Columbia and these 24 states: New Jersey, 
Pennsylvania, Delaware, Maryland, Virginia, West 
Virginia, North Carolina, South Carolina, Georgia, 
Florida, Ohio, Wisconsin, Kentucky, Tennessee, 
Alabama, Mississippi, Minnesota, lowa, Missouri, 
Arkansas, Indiana, Illinois, Michigan and Louisiana. 

Four brands are principally involved in these 
operations—Spur, Royal, and Hosco in the US., 
and Vigor in Canada. Murphy also owns National 
Petroleum Corp. of St. Petersburg, Fla. 

Spur Oil, one of the country’s largest gasoline 
distributors, was merged into Murphy only a year 
ago, when Murphy began in earnest to seek a 


strong marketing arm. Murphy has stated before 
that a well-to-consumer marketing philosophy must 
be adopted by those who wish to meet today’s con- 
ditions adequately. National Petroleum was ac- 
quired at the same time. 


What Murphy Gets 


Ingram will go a long way to fill Murphy’s 
three particular needs—deepwater terminals, 
greater refining capacity, and wider station repre- 
sentation. 

Ingram operates seven product terminals along 
inland waterways; its modern refinery at New Or- 
leans has a crude capacity of 20,000 b/d and is 
strategically located in relation to Murphy’s off- 
shore Louisiana production operations; Ingram 
markets through 212 branded outlets in Louisiana, 
Florida, Mississippi, Tennessee, Alabama, Ken- 
tucky, and Georgia. It owns and operates 58 of 
these outlets and most of the rest are jobber oper- 
ations. 

Ingram has expanded steadily in retail market- 
ing since it went into branded sales three years 
ago. At that time it had 26 salaried and 175 in- 
dependent stations flying its flag, accounting for 
75% of the company’s gallonage. 

Ingram added about 30 units in 1960, giving the 
company about 60 controlled outlets. Of the 30, 
more than a dozen were added by acquiring Rebel 
Oil Co., a Mississippi private brander, on “‘a good 
lease deal.” Ingram had planned to double its 
station total in 1961, mostly through acquisition 
(“You can’t afford to build stations these days,” a 
company officer remarked recently). 


How the Merger Will Work 


It will be effected by the exchange of 440,000 
shares of Murphy common stock (recently quoted 
at 2634 a share) and $5-million of Murphy pre- 
ferred stock for all the outstanding common and 
preferred stock of Ingram. 

The effective date is still up in the air, but in- 
siders say the target is Sept. 1. 

It’s expected that the Murphy board will be 
enlarged to give representation to Ingram inter- 
ests. But in the immediate future, Ingram will 
probably operate as a Murphy division with no 
significant changes in management or personnel. 

One question is whether Murphy will continue 
marketing under all the brand names it currently 
uses, plus Ingram’s. One marketer in contact with 
both sides says his impression is that Murphy will 
settle on one brand—probably Spur—for its “bet- 
ter type stations,” and possibly retain another— 
peihaps Royal—for less desirable outlets. Vigor, 
presumably, would continue in Canada. bed 
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SERVE MORE FUEL OIL CUSTOMERS 
BETTER...with GREATER PROFIT 


from FUELOADER 
truck tanks 


HERE’S EVERYTHING 
YOU NEED 
FOR FAST, 

EASY SERVICE 


Mechanical or hydraulically 
driven positive or centrif- 
ugal action pump produc- 
ing up to 70-80 GPM 
throughout delivery reduces 
time per stop for increased 
deliveries per day. Com- 
pact meter features auto 
stop and ticket printing de- 
vices if desired. Remote 
controls located accessibly 
on recor platform operate 
clutch, throttle and power 
toke off. 


Columbian 3-Point 
Support Gives 
Smoother Ride, 
Protects Tank 


Only Columbian offers this safer driving, 
better balanced, tank-saving feature. Tank 
rides on single pivot at front, is anchored 
ot rear on each side. Load stays balanced 
while tank shell is protected from road 
shocks and twisting strains. 


MASTER-CRAFTED BY 


(OLUMBIAN 


SINCE 1893 


FUELOADER fuel oil truck tanks mean greater profit 
through minimum investment, low operating cost, and 
faster, easier deliveries to your fuel oil customers. 
FUELOADER makes it easy for your driver to serve 
more customers per day. 


One-way or narrow streets or alleys are no problem 
for Columbian’s efficient FUELOADER. Its convenient 
rear-platform mounting gives you immediate and unob- 
structed access from either side to all servicing equip- 
ment—including electric-drive hose reel and single-door 
meter cabinet with hose rollers on top. In addition, the 
functional lightweight FUELOADER gives you rela- 
tively bigger payload on a short wheelbase. 


Master-Crafted Columbian FUELOADERS are avail- 
able in 2,000-gallon capacity with three compartments 
from Kansas City or Chicago stock. Other sizes custom 
fabricated to order. 


There’s a Columbian dealer near you. Find out now how 
you can drive your truck in and, in a short time drive 
away with a new Columbian FUELOADER—+teady for 
business. Fill out and mail the coupon below today. 


ee 


COLUMBIAN STEEL TANK CO, 
P.O. Box 4048-1 Kansas City, Missouri 


Columbian’s new FUELOADER may be what I’m looking for. Please send me 
the details immediately. | understand I’m under no obligation whatever. 


eet | | 
U ———|\ 


COLUMBIAN truck tank with exclusive 


CONVENTIONAL cradle - mounted é 
3-point support, stays level despite | 


strapped-down tank must follow every 
straining twist of chassis frame. 


road. 


NAME 





ADDRESS 





CITY. ZONE__. STATE 








Only “PRESTONE”=*:DE-ICER gives 
you this MAMMOTH TV CAMPAIGN 





eo 
Z " PLUS 
PRE-SEASON OFFER! 


You get FREE* 
handy “Alnico” MAGNET 


with each 2 cases ordered. 


*Offer closes Oct. 16. Ask your distributor for full details. 


Keeps jack from Displays empty anti | C . 
rolling in tru freeze can on gas pump r other too! Holds gas cap 


g in trunk éy Le 
we j 
N A - Patent Pending 
> - iS \ es 
~~ ‘Go a. a 


Also retrieves Holds de-icer can 
metal objects on cash register 
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Don't accept a substitute. Demand the brand 
that’s *1 in quality, advertising, sales. 


“Prestone”, “Eveready” and “Union Carbide” are registered trade-marks for products of 
UNION CARBIDE CONSUMER PRODUCTS COMPANY . Division of Union Carbide Corporation - 270 Park Avenue, New York 17, N. Y. 
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ever, and switching agencies and 
methods if they don’t get results. 
Here's how it affects you 


O IL COMPANIES are demanding more results 
from their advertising than ever before. 

The reason? Oil companies are in the throes of 
corporate reorganization, mergers, drives into new 
territory, changes in brand names. And marketers 
are under pressure to boost sales against odds which 
are greater than ever. 

The result? Many major marketers are making a 
harsh reappraisal of selling methods. Advertising 
expenditures are coming in for more-careful scru- 
tiny. There’s stronger effort to correlate these ex- 
penditures with sales. And the search is on for the 
fresh approach. 

Again and again these questions are asked: 
“Which medium is best for us?” “Should we con- 
centrate in one or two media, or spread advertising 
dollars in all?” “Should advertising money be spread 
evenly over the year, or devoted to a crash program 
in a given season?” “Should we do more to build 
corporate image, or divert more funds to product 
advertising?” 

There’s no agreement. Shell and Texaco are ex- 
amples of concentration of funds in one medium. 
But Shell chooses newspapers, while Texaco prefers 
television. 

Texaco also favors seasonal advertising, spending 
82.7% of its budget in the second quarter of the 
year. Standard of Indiana, on the other hand, 
spreads its budget evenly over the four quarters. 

Which methods are best? Madison Avenue is 
striving for the answers, and has been jolted in the 
last few months by the biggest rash of advertising- 
agency changes in the history of the oil industry. 
Some agencies, in the battle to be new, different—to 
win and hold accounts—are trying daring new ap- 
proaches that could leave a lasting imprint in the 
marketplace—including yours. 


Why They Change Agencies 


The oil industry is noted for long and harmonious 
relationships with its advertising agencies. In the 
view of some marketers, this has brought about cer- 
tain amount of complacency. A revision of adver- 
tising policies has also been dictated by a more na- 
tional approach to marketing by some companies. 

This is true of the Cities Service Oil Co., which 
left Ellington and Co., its agency for 13 years, and 
retained Lennen and Newell. Cities Service says it 
made the change reluctantly: “But in the end it was 
dictated by the fact that . . . four affiliates have 
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Behind Those Oil Ad Changes 


Companies are spending more than 








Super Shell, with 9 ingredients, can give your car 
all the power you need for top performance 


Bhalla crema reves af cen Chong mor ten ey een 














Shell wants to tell the full story of product 
research: ‘The natural answer was newspapers’ 


been merged into one and a whole new approach 
to marketing is planned. It was felt that new thinking 
was needed in advertising.” 

Mobil Oil Co., too, has undergone extensive cor- 
porate reorganization. 

“We've had different approaches in the past,” a 
spokesman says. “From here on, we'll be more re- 
search-oriented. What we say on the air and in 
print will be something that will persuade people 
to buy. We believe advertising can make a bigger 
contribution to sales than it has in the past.” 

Mobil dropped Compton Advertising Inc. after 
18 years, and gave its $12-million account to Ted 
Bates and Co. That’s one reason why marketers are 
watching Mobil. Bates is known for its hard-sell 
methods, and its philosophy is keyed to what it 
calls the USP (unique selling proposition) factor. 

But Mobil says of its new program plans: “This 
will be neither the hard sell, nor the soft sell—but 
the smart sell.” 

Perhaps the most spectacular change was made 
by the Shell Oil Co., which dropped J. Walter 
Thompson after 30 years and hired Ogilvy, Benson 
and Mather. The new agency immediately sold 
Shell on a plan to devote most of its $13-million 
product advertising budget to a saturation news- 
paper campaign. 

Texaco made the most recent agency switch, in 
July, after months of rumors that it would do so. It 
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(Begins on page 101) 

moved its $12-million consumer advertising account 
from Cunningham and Walsh to Benton and Bowles 
Inc. C. & W. had handled the account exclusively 
for the last 442 years, and before that had shared it 
with other agencies. Benton and Bowles previously 
handled the Continental Oil Co. account, but re- 
signed that several months ago to make an un- 
successful bid for Shell’s more lucrative one. Con- 
tinental retained Clinton E. Frank. 

Oil’s biggest spender in television is Texaco, 
which last year put all but 16% of its consumer 
advertising money into this medium. It thus was 
ahead of Shell with the idea of medium concentra- 
tion. 

Neither Texaco nor its new agency will say 
whether any change in this policy is contemplated. 
A spokesman would only say that the G. M. Bas- 
ford Co. would continue to handle Texaco’s indus- 
trial advertising, and that institutional advertising 
funds would still be used for sponsoring Metro- 
politan Opera broadcasts, as they have for the last 
21 years. But agency changes invariably mean 
changes in approach, if not in advertising policy. 
Marketers want to know which. 


Why the Fiurry? 

Take Shell. It’s been losing its share of some mar- 
kets, and last year its net income was down 1.9% 
from 1959. 

Although Shell ranked third among the 10 oil 
companies that spent the most in television in 1960, 
it was the only one of the 10 whose profits for that 
year did not show a substantial increase. 

It should be noted, too, that while Shell spent 
about $3-million in television in 1960, it spent about 
as much in newspapers, $3.5-million in outdoor ad- 
vertising, and about $1.5-million each in radio and 
magazines. 

Blanket coverage in newspapers this year was un- 
dertaken not because Shell believes this to be the 
only effective medium, its agency explains. Rather, 
it was a decision to concentrate firepower. It could 
easily have been television, and next year it might 
well be. 

Why newspapers were selected is explained in this 
way by Jock Elliot, top man on the Shell account at 
Ogilvy, Benson and Mather: “Media selection is al- 
ways influenced by the story the advertiser has to 
tell. We have news about Shell gasoline and oil and 
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One of Shell Oil’s WuiTeE 4400TDL’s (L for light 
weight) making a timesaving, cost-cutting, one-stop 
drop of 8300 gallons. WHITE tractors, like this one out 
of Shell’s Cleveland Plant, average 60,000 trouble- 
free miles per year, operating on two ten-hour shifts. 


/ SHELL B 
PAYLOADS 


% 
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- 2100 GALLONS 


and delivers them faster at lower cost 


How does Shell do it? With ultra- 
light, heavy-duty WHITE 4400TDL’s. 

This power-packed diesel tractor 
cuts chassis weight with strong, 
lightweight aluminum and fiberglass 
everywhere it makes good engineer- 
ing sense. Lets Shell handle double- 


bottom trailers and get 2100 gallons 
extra payload within the same legal- 


load limits ...over previous equip- 
ment. Helps increase one-stop drops 


WORLD 


to keep costs per delivery down. 

The proven Cummins NH-220 
diesel engine moves these big loads 
with ease. Takes hills in stride. 
Speeds deliveries so much it permits 
new running times, more trips per 
shift. Will allow Shell Oil’s Cleveland 
Plant to add 34 new stops without 
increasing fleet size. And mainte- 
nance and operating expenses are 
lower than ever before! 


That’s how the WHITE 4400TDL 
helps Shell keep the lid on costs to 
beat today’s profit squeeze. So it’s 
no wonder they have more on order! 
Ask your WHITE representative how 
this ultralight WHITE can fit into 
your fleet to give you that kind of 
competitive edge. 

THE WuiTtE Motor Company 

CLEVELAND 1, OHIO 
Branches, distributors, dealers in all principal citles 


LEADER IN HEAVY DUTY TRUCKS 


WHITE TRUCKS 
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Gulf finds ‘instant’ television news good for prestige 
and profit; spreads advertising dollars over all media 


(Begins on page 10!) 

its other products. It’s news that calls for long and 
exploratory copy. The natural answer was news- 
papers, so we decided to go the whole hog into 
newspapers.” 

Insiders say two other things influenced that de- 
cision. Shell was already the oil industry’s biggest 
advertiser in newspapers. This year it will spend at 
least four times as much in that medium as any 
other oil company. With that kind of spending 
Shell was able to get special advertising rates—in 
other words, more for its money. 


On top of that, newspapers have been losing re- 
venue from the oil industry to television. Last year, 
their share dropped another $3-million, the biggest 
cut yet, while television’s went up $7-million, its 
biggest increase yet. 

Newspapers naturally played up Shell’s decision 
to concentrate its advertising in that medium. One 
television ad man ruefully estimates that Shell’s an- 
nouncement won the company more than a million 
dollars worth of free publicity in newspapers. 

Rumors that Shell will change its all-newspaper 
policy have been the subject of a number of reports 
and denials. Some have had their roots in Shell’s 
institutional advertising program, under which it still 
budgets $4.5-million for television and magazines. 

But a change this year appears unlikely in the 
light of one inside report. This is that Ogilvy, Ben- 
son and Mather undertook Shell’s advertising cam- 
paign on condition that it had complete authority 
to conduct the campaign as it saw fit. It could hardly 
abandon the first phase of its program so soon and 
still retain Shell’s confidence. For that reason, ac- 
cording to this informant, a change of plans now 
would probably also mean another change of 
agency. 

On top of that, about half of Shell dealers say 
they prefer the new campaign to old ones, and one- 
sixth say they like it as much. 

Shell’s new marketing vice president, Purdom C. 
Thomas, says no change is contemplated “as of 
now.” “But I can’t say what the policy will be three 


or six months hence.” 


Shell’s advertising manager, C. F. Martineau, 
puts it this way: “Newspapers have done a damn 
fine job for us so far. But we know other media 
are good, too, and I’ve no doubt someday we will 
use them.” 


What Others Did 


How did competitors react to Shell’s move? The 
first and probably the only concrete reaction was a 
rush by competitors to bid for the television time 
vacated by Shell. 

A survey of 57 stations that carried the Shell pro- 
grams showed that Shell’s time was bought by com- 
petitive oil and gas companies in 31 cases. In 24 
instances, competitors applied for Shell’s time but 
were told it had already been sold. In 17 cases, it 
had been sold to other companies in the same in- 
dustry. 


The Trend to Television 


In 1960, for the second consecutive year, oil com- 
panies spent more on television advertising than 
they spend in all other media combined. Between 
1956 and 1960, newspapers lost a total of $9.5- 
million of their revenue from the oil industry. 

This is how diversion of oil-industry advertising 
funds has hit each medium during those years: 

Newspapers down to $22.8-million from $32.3- 
million; magazines down to $8-million from $11- 
million; outdoor down to $16.9-million from $19.2- 
million; television up to $40-million from 
$19.5-million. 

Apart from the diversion of funds from other 
media to television, almost every additional adver- 
tising dollar spent by oil companies since 1956 has 
found its way into television’s coffers. 

The television industry works hard to show that 
the volume of television advertising can be related 
to company profits. Typical is the argument offered 
by Norman Cash, president of the Television Bu- 
reau of Advertising. He told a recent sales conven- 
tion how oil and gas companies were faring in 1961: 

“The 11 largest companies,” he said, “had a first- 
quarter 1961 net income that was $87.6-million 
above the first quarter of 1960. However, five of 
the 11 accounted for 82.2% of the total increase, 
while the remaining six had 17.8% of the increase. 
The five with the largest increases in net profits 
placed 49% of their advertising budgets in televi- 
sion during 1960. The six with the smaller increases 
placed 31.7% of their advertising in television.” 

Cash conceded that many other factors affect the 
profit picture, but his arguments are convincing. 


Which Medium Is Best? 


That question cannot be answered until there’s a 
sound way of measuring the effectiveness of ads. A 
Madison Avenue group that recently studied this 
problem concluded that it could recommend no one 
method as the best for this purpose. 


NATIONAL PETROLEUM NEws °« August, 1961 





When George Light talks additive p¢rfermance with 
customers, these customers know they are getting advice 
they can depend upon for three reasons: (1) George 

has 10 years' experience in providing technical assistance 
on uses Of additives. (2) He has a degree in chemical 
engineering plus eight years' experience in selling petroleum 
products. (3) He has the additives to do the job, for example: 


Gasoline Additives 


Amoco 520 Series Metal Deactivatol's are solutions of 
N,N’-disalicylidéne propyienediamine in xylene. They are 
available in three concentrations. They effectively inhibit 
copper contamination of gasoline and are likewise effective 
in kerosene, jet fuel, diesel fuel ancl home heating oil. 


Amoco 530 Series Antioxidants inchide the principal types 
of gasoline antioxidants. They retard gum formation, 
stabilize-TEL and prevent degradation and precipitation 

in storage. 


George Light and other experiencet petroleum additive 
specialists are ready to assist you. Call them for 
help or use the convenient coupon, 


2, a £ 
A SE ce RY ON Se SE Nee OY en A NE UN Se 


Piease send mé additional information abut CF AMOCO 520 Series Additives. 
( AMOCO 530 Series Additives. [ Plelise have a representative call on me, 


Name. Sih ie gees ; Title 


Commeny.. 5 cea aes Ss ee 
Address Paras Se Toa 
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Richfield Oil is one company that uses all media. 
Its advertising manager, Fred M. Jordan, has this 
to say: “Nowadays you hear a lot about what kind 
of advertising is the most effective. Newspaper? TV? 
Radio? Magazines? Outdoor posters? Actually, 
this is like choosing between trumpets and drums; 
there are jobs that each does best. That’s why Rich- 
field likes to use a ‘full orchestra.’ 


“We tell the story constantly on radio and TV, 
often to a different audience, always with a different 
twist. On radio, a jingle makes it more memorable. 
On television, strikingly different copy intrigues and 
impresses. Newspapers tell the complete, factual 
‘how’ and ‘why.’ They just state the facts and give 
them fast.” 

Jersey Standard, with its sponsorship of the 15- 
week television series “Age of Kings,’ is an example 
of how careful medium selection can be used to 
achieve an advertising aim. In this case, it was build- 
ing corporate prestige. 

The program never won higher than an 8.3 Arbi- 
tron rating. Its average was 4.9 for its Tuesday 
showing and only 1.7 for its Sunday night repeat. 

But the company’s mail showed the audience was 
made up largely of professional people—doctors, 
lawyers, dentists, professors, and students. While 
it had hoped for larger audiences, Jersey Standard 
reported it was pleased with their quality and be- 
lieves the program did much to improve the com- 
pany’s stature. 


Continental Oil Co. is a good example of diversi- 
fied advertising. Previously employing spot televi- 
sion, it also moved into network television this 
year after taking on its new agency. But it is far 
from neglecting other fields. Currently it is employ- 
ing a new device to give vitality to its newspaper 
advertising—full color advertisements. These are 
printed on a rotogravure press on rolls the width of 
newspaper pages. The rolls are shipped to 81 news- 
papers and fed back into the presses so that news 
matter can be printed on the reverse side of the ad. 


Gulf’s television program has a dual role. In 
sponsoring its 30-minute “instant news” specials, 
it fits commercials to the event. Grim and sober 
news events are accompanied by simple sponsor 
identification, presenting a public-service image of 
the company and protecting itself against inadvert- 
ent bad taste. But strong selling messages are used 
when appropriate. 

Some of Gulf’s shows—such as the American 
astronaut program—won about 50% of the total 
network viewing audience, a high rating for a 
news show. Gulf had been seeking a program that 
could serve primarily as a public-relations vehicle, 
but also for some product messages. Naturally, it 
is pleased with results. 

Other experiments are likely to show up in the 
coming months as newly appointed agencies move 
into high gear. Just how they will affect the market 
is anyone’s guess. But one thing is certain—com- 
petition won’t get any easier. 








Merchandising Memos... 





Gulf Oil Corp. will be the first 
major U.S. company to bring auto- 
mation on a regular basis to the 
tabulation of money amounts from 
credit-card imprinters. Gulf has or- 
dered a quantity of imprinters 
which add the items on each 
charge-card ticket and print the to- 
tal. The system minimizes errors. 
Gulf tried the system at 500 Texas 
service stations. 


>BP Canada has adopted a new 
credit-card system, known as the 
optical code-scanning system, that 
“translates” sales slips at point-of- 
sale into machine language for au- 
tomated processing. Key to the sys- 
tem is a series of black rectangles, 
or “bar code,” that are embossed 
on customers’ credit cards. These 
are inserted at service stations into 
data recorders. “Impressive sav- 
ings in time and money are real- 
ized,” BP Canada reports. 


Cities Service Oil Co. is using an 
air-conditioned trailer home as a 
mobile schoolroom to train college 
students hired to augment the sum- 
mer sales force at its stations. 


>Chevron is after new customers 
with a Brownie Bullet camera, 
Worth $4.25, the camera is being 
offered at $2.25 with a free coupon 
available at all of its stations in the 
East. The promotion will continue 
throughout the heavy vacation and 
picture-taking season. “It’s new cus- 
tomers we're shooting for,” says 
Chevron. The offer is being adver- 
tised heavily in all media. 


>A Pure Oil Co. station at Fair- 
born, Ohio, decided to put life 
into a three-day promotion by of- 
fering live chicks as “baby Fire- 
birds.” Sales & Pure’s new “Fire- 
bird” gasolines increased 30%. 


»Tidewater Oil Co. has adopted a 
new design for its Veedol Motor 
Oil containers, from the quart can 
to the 55-gal. drum. Central fea- 
ture is a Flying A medallion on a 
silver or gold ribbon. The Veedol 
identification appears on the medal- 
lion in white letters, on a field 
which differs in color with each 
brand of oil. The new selling theme: 
“For distinguished service.” 
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PULL IN MORE 
CUSTOMERS WITH 


BRIGHTER SIGNS 


Both old and new, stations need the 
extra light power of Plastilux" signs. 
This brighter, clearer day and night 
sign will attract more customers and 
pay for itself in lower maintenance 
oTate Me) Tolaehilil: malice 


A Signvertising® engineer will help ee ee ee ee ee oe ee ee 
modernize your entire sign program 

without obligation. Use the coupon 

below. 


Look < DX - 
INSIDE a 


See how maximum light power is developed 
—how shadow-free engineering is perfected 
—how easy, low cost maintenance is assured. 


ORIGINATORS OF 
We operate service stations. 


PLASTILU © Please have a Signvertising engineer call. 
the sign with 
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For Those Who Sell Filters... 
and Want to Sell MORE! 





WIX Oil and Air Filters are built to 
give the car owner extra value and 
greater engine protection... WIX-O- 
MATIC, the soundest merchandis- 
ing system in the filter industry, 
gives you more sales and bigger 
profits. This statement is proved by 
thousands of dealers who know 
from first-hand experience how 
WIX-O-MATIC stimulates sales 
and stops losses, 


With WIX-O-MATIC you never 
lose sales by “being out of” the filter 
you need...you never lose money 
because of excess inventory or obso- 


WIX CORPORATION 


lete numbers. And—sales are made 
quicker! With the Dial-O-Matic 
Cartridge Selector you can tell at a 
glance what filter is needed for any 
American-made car or light truck 
that drives in — most foreign cars, 
too. WIX-O-MATIC is available 
with wall racks for small stocks and 
floor cabinets for more active loca- 
tions, and you get both FREE. 


Get all the facts on WIX Oil and Air 
Filters and WIX-O-MATIC mer- 
chandising from your jobber, or 
write direct. Do it today. 


° GASTONIA, N. C. 


In Canada: Wix Corporation Ltd., Toronto 
In New Zealand: Wix Corp. New Zealand Ltd., Auckland 
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Stations 


Tenneco: Accent on Customer Appeal 


Tenneco’s new service station has lubrication and wash bays in the rear, devotes the front areas to merchandising activities 


ITH 10 NEW service stations like 
this one at Lake Charles, La., 
Tenneco will make its entrance into 
the Houston market early next month. 
The emphasis is on strong customer 
appeal. Lubrication and wash bays 
are at the rear of the building to avoid 
an unsightly appearance at the front. 
The entire front of the building will be 
devoted to merchandising. (For more 
on this trend, see NPN—Mar. p 114). 
A novel feature is the large tire dis- 
play rack, set in a recessed area at the 
front of the station, where it is clearly 
visible to motorists at the pumps. 

“We are coming into Houston with 
a completely new service-station de- 
sign, one that is distinctive and some- 
thing new in the industry,” says L. L. 
Leabo, Tenneco’s marketing vice presi- 
dent. 

“The stations will be built especially 
for the comfort and convenience of 
the buying public, designed to offer a 
wide-open expanse without the 
cramped feeling that exists in many 
present stations.” 

Tenneco Oil is a subsidiary of the 
Tenneco Corp., which owns the non- 
pipeline properties of the Tennessee 
Gas Transmission Co. Tenneco Oil 
produces and refines, and it markets 
currently in the Rocky Mountain area, 
the South, and Southeast, and along 
the Atlantic seaboard (in a total of 22 
states) through 800 service stations. 





Food-vending machines occupy one side of the 
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station-front selling area 





BRONOCO cuts 


of EXOTIC LIQUIDS with 


The Bronoco Solvent & Chemical 
Company, Division of R. J. Brown 
Co., serves industry in the Cleve- 
land and Northeast Ohio area. 
The firm handles a complete line 
of petroleum solvents including 
alphatic petroleum naphthas, 
aromatic solvents, chlorinated sol- 
vents, glycols, glycol ether sol- 
vents, alcohol, ketones and esters. 

To speed delivery of these li- 


quids to industry, Bronoco 
installed 24 Marlow, 32 HELP-9, 
Self-Priming Pumps on their 
loading racks. The pumps are 
used for barrel loading as well as 
for filling tank trucks for bulk de- 
livery. During their 2144 years of 
constant service, the pumps have 
never skipped a beat. Clayton 
Knable, Plant Superintendent, 
says, “We’ll replace existing 


Write today for Bulletin PM-06 and the name 


of your nearest Marlow dealer. 


loading time 


equipment with Marlows every 
time. They have given us no serv- 
ice problems since they have been 
installed.” 

If you have a petroleum han- 
dling problem, look to Marlow for 
your solution. Marlow builds the 
most complete line of petroleum 
pumps available anywhere for 
bulk plants, tank trucks and 
transports. 


Marlow Pumps 
are available in 


Canada through 
Pumps & Softeners 
Limited. 


DIVISION OF BELL & GOSSETT COMPANY 


9-314 


or) 
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You get more than lead antiknock compounds when the Du Pont tank car rolls into your company’s 
refinery. You get marketing help, such as the “Profile of the Motorist” study, the expand-the- 
demand movies ‘“‘Down the Road” and “‘Highway Holiday”’ plus training aids of several types. These 
are just a few of the bonus advantages of doing business with Du Pont. 

E. |. duPont de Nemours & Co. (Inc.), Petroleum Chemicals Division, Wilmington 98, Delaware. 


LEAD ANTIKNOCK COMPOUNDS and other PETROLEUM ADDITIVES 


Better Things for Better Living through Chemistry 








NICE BUSINESS...if you can get it (and keep it) 


Quality... 


THE BEST ECONOMY OF ALL 


One thing you know for sure as an 
Independent Oil Marketer—contrac- 
tors aren’t about to hand over their 
lubricant business just because they 
like you. 

They’re buying lower maintenance 
costs, maximum performance, and 
longer equipment life to meet rugged 
contract demands. 

With Sun’s full line of quality petro- 
leum products, you can build your 
reputation for service. When you sell 


PIONEERING PETROLEUM 


under your own brand name, Sun 
will back you with the product know- 
how, selling helps, and the savvy you 
have a right to expect from a major 
oil company. 


Your local Sun representative can 
help you plenty. Call him. Or, if you 
prefer, write directly to Sun Oil Com- 
pany, Dept. NP8, 1608 Walnut 
Street, Philadelphia 3, Pa. In Canada: 
Sun Oil Company Limited, Toronto 
and Montreal. 


PROGRESS FOR 75 YEARS 
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Other lamps grew dim 
at Martin Gas Station 
‘o)U) @ue1-J01-) ¢-] ol (-lene ale 
ALL-WEATHER fluorescents 
stay bright through 
Chicago winter! 





The story is simple. Martin Gas Station installed ninety- 
eight exposed high-wattage fluorescent lamps under its 
big 58 x 65 foot canopy. And they worked fine . . . until 
the temperature began to drop and that Chicago wind got 
a real bite to it. Then the light output dropped sharply. 

So Martin switched to G-E All-Weather jacketed 
fluorescents, the lamps with the exclusive “storm window” 
glass jackets. The result: about 200 foot-candles of light, 
summer and winter, because these lamps actually shine 
brighter as the temperature drops shine brightest 
when the thermometer hovers around zero. 

Says Glen King, General Manager of the Martin Oil 


Service, Inc. chain, ““There’s no question that the lighting 
has contributed to the success of our new station in 
Lombard, Illinois. Motorists approaching on Roosevelt 
Road can see it miles away. I’m told it’s about 4 times as 
bright as the average office. I know our attendants can 
work faster and more efficiently.” 


Progress /s Our Most Important Product 


GENERAL @@ ELECTRIC 


GENERAL ELECTRIC CO., LARGE LAMP DEPT. C-115, 
NELA PARK, CLEVELAND 12, OHIO 


G-E TI10J NEITHER LOOKS NOR ACTS LIKE AN ORDINARY FLUO 
RESCENT. IT HAS A SPECIAL GLASS JACKET TO LICK COLD 
WEATHER FADE-OUT 


PLEASE SEND YOUR FREE 8-PAGE ILLUSTRATED BROCHURE 
DESCRIBING G-E ALL-WEATHER FLUORESCENTS AND GIVING 


COMPLETE DATA. 


G-E T10 ALSO BURNS BRIGHTER IN COLD WEATHER. RATED AT 
13.000 LUMENS, IT'S DESIGNED FOR SINGLE LAMP OPERATION 
IN TIGHTLY ENCLOSED FIXTURES 


ER 
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Bulk Plants and Terminals 





Hickey Oil’s plant was at least 35 years old and in need of modernization. One engineer called it ‘a plumber’s nightmare’ 


Here's how engineers modernized an inefficient bulk plant 


FAMILIAR PROBLEM to marketing engineers 
A is the old bulk plant that’s no longer able to 
cope with greatly increased volume. That was 
exactly the situation at the Joplin, Mo., bulk plant 
owned by Phillips Petroleum Co. and operated 
under lease by Hickey Oil Co. 

Phillips inherited the plant when it absorbed 
the old Wilhoite Oil Co. in 1930. No records show 
when the plant was built, and there’s nobody 
around now who remembers. According to the 
best guess, the plant’s at least 35 years old. 

A modernizing job was long overdue. It’s the 
kind of a job that so easily gets passed over be- 
cause other projects seem more pressing or show a 
greater chance of profit. 


What the Problems Were 


Naturally no drawings of the old plant existed. 
Rather than spend time and money to blueprint a 
new pipe layout, division engineer Jack C. Stines, 
from the Kansas City office, went to Joplin and 
spent about three days doing what he calls “hip 
pocket” engineering. This involved, for the most 
part, a thorough discussion of objectives with two 
men assigned to overhaul the plant. 

Tanks had been added to the original layout 
from time to time, and total storage capacity of 
320,000 gal. was considered adequate. 


New piping is 30%-35% shorter between tanks and load- As additional tanks were installed, additional 
ing dock. Separate line for each product prevents mixing piping had become necessary. It was evident that 
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Bulk Plant 


piping had been added many times merely by con- 
necting into existing lines. 

The old layout, says Stines, looked like and was 
“a plumber’s nighmare.” 

You can get an idea of the complexities from the 
fact that more than 60 valves were thrown on the 
junk heap in the process of dismantling the old 
layout. 

The loading dock, too, was a mass of miscellane- 
ous valves and piping, and old beat-up risers of 
varying lengths. 


What the Engineers Decided 

Stines settled on these objectives: 

—Get rid of the old pump house. Over the 
years it had become saturated from leaks and con- 
stituted a fire hazard. 

—Put in new and shorter lines from the tanks 
direct to the loading dock. 

—Tear down most of the old loading dock and 
rebuild it. 

—Tear out the old brick tank piers and replace 
them with steel supports. 

—Install new pumps, seven new loading hoses, 
new push-button, remote, pump-motor controls, 
and meters for the loading racks. 


How New Pumps Help 


The former twin pumping unit in the old pump 
house was only 10 years old, but it was no longer 
adequate. Its rated capacity of 60 gpm was rarely 
attained. Stines estimates that actual loading was 
done most of the time at 40 gpm or less. 

Moreover the twin pump served seven products 
through four loading hoses, located 20-30 ft away 
from the pump house. Some product mixing was 
unavoidable because of the distance. 

The system worked well enough to segregate 
gasoline from distillate, but objectionabie mixing 
took place on a switch from No. 2 heating oil io 
kerosine. The first kerosine customer was bound to 
get a pipeful of No. 2 in his kerosine, resulting in 
discoloration and complaint. 

For faster loading and less mixing, Stines de- 
cided to replace the old pump. With a tentative 
flow rate of 125 gpm in mind, he made a rough 
calculation of head loss and consulted a chart in 
a manufacturer’s bulletin. 

He found a model that would deliver 120 gpm 
under head-loss conditions like those that would 
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Seven reversible in-line pumps, one for each product, 
handle 120 gpm, are used to load and unload trucks 


exist when the new lines were installed. Stines 
thereupon revised his target to 120 gpm and bought 
seven Red Jacket in-line pumps (3 hp., Model 
P300K3-2H), one for each product. 

After the installation was completed, the pumps 
delivered 120 gpm almost on the nose during a 
stop-watch test. 


Other Improvements 


Elimination of the old pump house greatly sim- 
plified the piping layout and shortened the pipe 
runs considerably. Stines figures the new pipin 
results in an average 30%-35% reduction in 
length of piping from tanks to dock. 

New Controls—Under the old system the pump 
could be started or stopped only by a manual con- 
trol at the pump house. Now remote push-button 
starters permit operation of each of the seven new 
pumps from the loading dock. 

Set-Stop Meters—Now all products are loaded 
through one of a pair of new Smith preset meters 
fitted with descending registers. Three 150-gal. 
graduated tanks, once used for some measuring, 
were discarded. 

Loading Hoses—Seven new loading hoses re- 
place the four that served the old dock. No change 
was made from the wire-and-pulley counter-bal- 
anced type formerly used, because drivers and 
plant personnel are familiar with them. 

While no detailed record was made of the total 
cost of the modernizing job, Stines says $10,000 
would be a reasonable rough estimate. 

Chief payoff comes from the increased pump- 
ing speed, now more than twice as fast. Secondary 
benefits are reduced maintenance, less fire hazard, 
and an end to product mixing. = 





2700 “ayes” 


nave is... 


More than 2700 graduate dealers can verify the success 
of The Atlantic Dealer Training Program. Atlantic offers 
its gasoline distributors and their dealers this excellent 
opportunity to obtain complete and practical service 
station management training. 


BASIC COURSE. For new or prospective dealers. Com- 
plete in-station training in mechanics and services plus 
basic courses in service station management. Five weeks. 


INTERMEDIATE COURSE. For dealers with limited 
experience who desire additional management training in 
finances, personnel selection and inventory controls. This 


course requires two and one-half weeks for completion. 


ADVANCED COURSE. For experienced Atlantic 
Distributors and their Dealers who are interested in a 
thorough review of fundamentals and a broad discussion 
of the most advanced management methods and mer- 
chandising techniques. Two weeks duration. 


All of the courses which are described above are con- 
ducted in Atlantic’s Regional Areas. 

For complete information write or call. 

Regional offices: Philadelphia, Pa. - Providence, R.I. 
Syracuse, N.Y. + Pittsburgh, Pa. + Charlotte, N.C. 


LOOK TO ATLANTIC FOR THE BEST IN MODERN MANAGEMENT TRAINING 


THE ATLANTIC REFINING COMPANY 


Producer, refiner and marketer of quality petroleum products 








Transportation | These P roducts 


Compact Cars for Your Fleet? 


If you're planning to use compacts in your 
fleet, here's a report on them from experts 


OIL COMPANIES and jobbers with 
fleets of cars for salesmen and others 
should take a “second look” at com- 
pact cars before leaping into chang- 
ing their entire fleet to the smaller 
cars. 

This advice comes from Peterson, 
Howell & Heather, fleet-management 
consulting firm in Baltimore, Md. It 
is based on a study that covered near- 
ly two years. “In any period of reces- 
sion,” says the firm, “it is only natural 
to look for ways to save money. Com- 
pacts, however, do not appear to be 
the expense cure-all.” 

The firm admits there’s a lot to be 
said for compacts from the cost angle. 
But in urging caution on compacts, 
the company points to areas of prac- 
ticality and morale. Its survey of sales- 
men whose companies buy compacts 
for them uncovered differing reac- 
tions. Some felt they had been “down- 
graded” in being given a compact to 
drive; others felt “too cramped.” On 
the other side, some drivers liked 
them, found them easy to drive and 
park. 


Here’s the Evaluation 


Evaluating compacts, says PH&H, 
isn’t easy. The picture, it points out, is 
complicated by a variety of compacts, 
by a variety of claims and counter- 
claims on economies involved, and by 
the cost date being “extremely sketchy 
and many times confusing.” 

It has, however, come up with the 
following information on compacts of 
the Corvair-Falcon-Valiant group: 

e Investment costs are lower. De- 
pending on what models were for- 
merly purchased, the decrease in 
investment is about $300 per car when 
compared to middle-of-the-line stand- 
ard models. 

e Depreciation is still a question 





NEXT MONTH 


e@ Special preview of Detroit's 
1962 models — and how 
they'll affect oil marketers 


e Report on a new idea in truck 
design — the ‘Bikini’ tank 
truck. It saves time and money 











mark. First reports on compacts’ de- 
preciation are only starting to come 
in and they are not uniform. Dollar 
depreciation is comparable to that of 
standard models, but the rate of de- 
preciation is higher for compacts. 
How depreciation will stack up in 
future years is the big question. 

e License and tax costs will prob- 
ably be lower than on standard cars. 
But these savings haven’t shown up 
yet. 

e Operating costs for compacts 
are “decidedly” lower. But again it 
depends on which ones you buy. Most 
of this saving comes on gasoline, 
0.25¢-0.5¢ per mile. 

e Oil costs are about the same as 
for larger cars. 

e Repair costs seem to be running 
higher than on standard cars right 
now. 

e Tire costs should be a bit lower, 
but it’s too early to tell for sure. 

PH&H says that in projecting car 
costs over two years—using oper- 
ating-cost data now available and cur- 
rent used-car prices, and assuming 
24,000 business miles a year—com- 
pacts could produce average savings 
of $11 per month over standard cars, 
or $132 a year. 


What Consultants Advise 


The consultants add: “If economy 
of fleet operation were the only con- 
sideration, then use of compacts would 
appear to be a worthwhile move de- 
spite many uncertainties for the fu- 
ture. Their use by utilities, local gov- 
ernments, and route salesmen cannot 
be seriously questioned. They may 
prove ideal for companies with a high 
percentage of low-mileage drivers in 
metropolitan areas or a high percent- 
age of young sales trainees in the 
field. 

“Their general use for all types of 
sales and service personnel must be 
seriously questioned regardless of pos- 
sible economies. Whether justified or 
not, the adverse reaction of field 
representatives to being ‘down-graded’ 
could seriously impair an over-all com- 
pany car program and company ob- 
jectives as well. Since many of the 
economies are still uncertain at this 
point, a decision to use compacts ex- 
clusively would be doubly ill advised.” 


August, 1961 * NATIONAL PETROLEUM NEWS 


SELL 
Your Products 


SELO/L 


helps you... ‘a 
© Increase motor oil sales 


e@ Speed driveway service 
@ Promote station cleanliness jon 


Choose from 5 models 
including a new 48- 
inch SELOIL cabinet to 
match low silhouette 
pumps 








lube-service center 


@ A complete customer reminder 
service and lube-bay record 
system including work desk. An 
effective system to build repeat 
business and lube-bay profits. 
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e ROLL-A-DOOR 
Tire Merchandising Cabinet 
MASS DISPLAY and point-of-sale adver- 
tising that’s always visible to increase 
tire sales. Opens in seconds. Doors 

roll on ball bearings. Capacity 108 
average size tires. 





® Refreshment Patio 


Take advantage of today’s growing de- 
mand for vending. Build sales volume and 
improve station operation. Available in 
lengths of 12, 18, and 24-feet. 

VENDING SHELTER available for eco- 
nomical protection of vending equipment. 


MODERN METAL PRODUCTS CO 
P.O. BOX 1798 « GREENSBORO, N.C 





NEWS BULLETIN: 


GENERAL TIRE GIVES TBA SALES “BIG PUSH" 
WITH FIRST PREMIUM-QUALITY TIRE IN THE 
LOW-PRICE FIELD 


GENERAL 


Wi JETALR 


Double Guaranteed with Nygen Cord and Twin-Treads 


Backed by a written double guarantee against manufacturing 
defects and normal road hazards, General’s great new Jet-Air 
Tire, like all others in its complete line, gives you a real selling 
tool to build profits on your books. Combined with a full line of 
national brand accessories, all-out advertising and marketing 
support plus localized warehousing facilities, it’s no wonder that 
more and more oil jobbers are leaning to The General Tire. Get 
the facts and figures now! They’re all in your favor. 





make 
your sales 
jump to 
attention 


Write today to...W. A. Robinson, TBA Sales Manager 
THE GENERAL TIRE & RUBBER CO. Akron, Ohio 


The fastest growing business in the rubber industry 
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New service stations start right in with engine tuneup 


TUNEUP: 
The $1,236,000,000 Market 


What your share should be and how to get it 


"HE CURRENT TREND to tuneup and light re- 
+ pair work by oil marketers is as far-reaching as 
weeks that has happened to the service-station 
industry since TBA was taken on in the Thirties. 

The tuneup market is big—an estimated $1,236,- 
000,000 a year. That’s based on 60-million tune- 
ups and an average ticket of $20.60. 

Service-station dealers are said to be doing 
about one-third of those tuneups—some 20-million 
a year. That means they’re already grossing about 
$412-million a year. Ten years ago they were 
doing only half of that. 

Tuneup at service stations seems sure to grow 
even more as oil companies take greater interest in 
it. Since NPN’s first comprehensive report on tune- 
up four years ago (NPN—Nov. ’57, p92), there 
has been a marked shift by oil companies in favor 
of tuneup for their dealers. Only six majors were 
clearly in favor of tuneup then. Now 16 are (see 
table). 


What's Behind the Trend 


Two main forces, one external and one internal, 
have combined to push stations into tuneup and 
other light repairs. 


By FRANK C. STURTEVANT 
TBA and Equipment Editor 
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Shell’s new “Sentinel Car Service” helps 
dealers promote many repair services 


e@ The external pressure comes from the sim- 
ple fact that there’s more work to be done than 
there are people to do it. 


e At the same time, pressure on the gasoline 
margin has forced dealers to look for other sources 
of income. 

D. A. Hagen, who directs American Oil’s dealer 
training, quotes these figures: “In the past 20 years 
the number of cars has gone up from 26-million to 
56-million. At the same time the number of car 
dealers, once the chief source of tuneup service, 
has declined from 42,000 to 38,000.” 

Sun Oil points out that because of complicated 
engine designs, ever-changing specifications, and the 
need for special knowledge, tools, and equipment, 
the oldtime, backyard mechanic has practically dis- 
appeared (see chart). 

We are feeling the effects, says a United Motors 
Service spokesman, of a socio-economic revolution. 
“This has brought about the explosion of popula- 
tion to the suburbs and exurbs, a tremendous in- 
crease in multiple-car homes, and a far higher stand- 
ard of living. 

“Car owners have moved away from automobile 
row . . . while the service facilities of car dealers 
and independent garages have remained compara- 
tively static. Much of the increased service work, 
including minor tuneup, is now being performed in 
gasoline service stations.” 








The Gap 
Service 





Stations 
Can Fill 


number of passenger cars on 
is growing, but the num- 
passenger-car dealers is de- 
This is the tuneup market 
stations are moving into. 





PASSENGER C, 


THE ROA 
(MILLIONS) 

















PASSENGER- 
CAR DEALERS 
(THOUSANDS) 














(Beings on page 119) 

Along with all those changes there is much talk 
in the automotive industry of a shortage of skilled 
auto mechanics. There is said to be a need for 
250,000 more automotive technicians. 


Typical of the concern felt over the manpower 
shortage is the recent formation of an industry com- 


mittee for a “. . . massive effort to recruit, train, 
place, and retain needed skilled technicians for the 
nation’s largest industry.” 

In addition to chairman pro-tem Mel Turner, of 
the Automotive Service Industry Assn., the com- 
mittee includes representatives of other trade as- 
sociations, parts manufacturers, trade schools, and 
government. 


A committee statement says: “Increasing numbers 
of cars with progressively more complex equipment 
and accessories accelerate the need for more expert 
technicians.” 


Underlining the shortage of mechanics is a paral- 
lel development that will make it easier for station 
operators to take on many of the heavier repair 
jobs, too. Oil men learned recently (some with 
mixed feelings) that several rebuilders and reman- 
ufacturers of parts have won official approval of car 
makers. 

As a result, rebuilt engines, transmissions, and 
rear axles may soon be available with a new-parts 
warranty. Chief market for the rebuilt components 
is said to be the service-station trade (NPN—July 
p146). 

The line of reasoning behind this move shows 
how service stations are becoming increasingly iden- 
tified with the automotive-repair business. 

While these external forces were at work opening 
up the light-repair field to service stations, economic 


1943 1948 1953 1958 


pressures were building up inside the oil industry, 
forcing station operators to look for new ways to 
bolster profits. 


The squeeze on dealer profits comes from sev- 
eral directions. At the source is the industry’s excess 
crude supply, refining capacity, and transportation 
facilities, says Gulf’s vice president, J. L. Lenker, 
(NPN—Feb. p126). 

In addition, A. J. Russo, coordinator of Shell’s 
“Dealer Service Income” program, says dealers are 
faced with sharply higher selling costs due to the 
widespread use of special promotions, giveaways, 
and trading stamps. For many dealers, tuneup 
service seems like a logical answer. 


What Does It Take? 


To build a profitable tuneup sideline, a dealer 
needs adequate space in his station, a suitable lo- 
cation, specially trained men, and a set of testing 
instruments. 

In theory it would be possible for a station to ° 
sell gasoline and tuneup service and nothing else, 
and thus get by with a one-bay station. In practice, 
though, one segment of the oil industry believes the 
station of the future will sell gasoline only, and 
will need no service bays; the majority believes the 
trend is to larger stations that can take on expanded 
lines of goods and services. 

Dealers who add engine tuneup are invariably in 
the latter group. They are building on a base of a 
conventional gasoline-lubrication-TBA type of busi- 
ness, and they do have a space problem. 

How Many Bays?— To begin with, a station 
should have two or more lube bays. Even though 
it’s possible to tune an engine on the driveway. 
weather conditions aren’t always favorable. 
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In fact, Humble division of Humble Oil thinks 
a third bay is needed. Humble is going ahead as 
fast as capital funds are available to add third bays 
where station managers have added tuneup service. 
Or if there isn’t room for a third bay, Humble is 
adding a prefab lean-to shelter. 


Location—There’s no sharp definition of what 
kind of a location is required. Conoco says a station 
should not offer tuneup service unless it has at 
least 200 regular customers. Sun Oil believes any 
neighborhood station is a good place if the dealer 
is now doing a “good volume.” 

But Richfield, one of the pioneers in tuneup train- 
ing, seems to go on the theory that minimum tuneup 
service will pay at any location if the station opera- 
tor is trained and equipped. 

Men—Everybody agrees you can train a man for 
tuneup work if he has that undefined quality known 
as “mechanical ability.” About the only way you 
can discover whether a candidate has sufficient me- 
chanical ability is to let him start on a training 
course and let the instructor decide. 

Instructors are able to gage how well a trainee 
is absorbing instruction. If he just can’t grasp it, 
the only thing to do is tell the man he is probably 
better fitted for something else. 

But at least one oil-company training expert 
feels that trainee candidates should be men who 
have already had several years of experience in serv- 
ice-station or related work. 

Equipment—Equipment needed for service-sta- 
tion tuneup work are essentially the same today as 
they were four years ago. (NPN—Nov. ’57, p92) 
There’s no change in the basic need for a set of 
instruments to test components involved in engine 
tuneup. 
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<q A full set of instruments gives the operator the flexibility 


he needs to handle a steady flow of tuneup work 


For example, Sun Oil Co. suggests as a minimum 
for its dealers to start in business, these basic in- 
struments: 


Spark-plug oscilloscope 

Compression tester 

Timing light 

AC cam-swell indicator 

Tachometer 

Voltmeter 

Mechanic’s rate book 

The reference to AC in the above list is due to 
the fact that Sun Oil is using a training course de- 
vised and in part conducted by the AC Spark Plug 
Co. 

That fact also partly explains the presence of » 
spark-plug oscilloscope at the head of the list. Plu, 
scopes do represent something new in tuneup 
work. Outgrowth of the larger engine scopes, plug 
scopes were introduced about two years ago by 
spark-plug manufacturers, primarily as an aid in 
selling plugs. 

The larger engine scopes show on their screens 
the firing conditions in all cylinders simultaneously. 
Because of their higher cost, they’re not universally 
favored as part of the tuneup-instrument package, 
but they do have the important endorsement of 
Shell Oil Co. 

“We chose to encourage the use of the oscillo- 
scope,” says Shell’s A. J. Russo, “because it allowed 
the dealer to get into the tuneup business quickly. 
He doesn’t need to learn the complete theory of 
electricity in order to use the scope.” 

In addition to basic test instruments, tuneup work 
also requires many hand tools. Sun Oil Co. lists a 
group of tuneup hand tools, with probable cost, as 
follows: 


Hand Tools for Tuneup 
(Recommended by Sun Oil Co.) 


Midget open-end wrench (10 pcs.) $11.34 
Ford distributor wrench 2.98 
Chevrolet distributor wrench 2.98 
Carburetor adjusting tool 9.35 
Socket set (16 pcs.) 20.40 
Screwdriver set (small, 5 pcs.) 7.54 
Ignition gage 1.57 


Total $56.16 


Knowhow—With a foundation of adequate 

space, plus some inherent mechanical ability, and 
an array of basic equipment, the final requirement 
for the tuneup business is tuneup training. 
. .The AC Spark Plug course of 16 classroom hours 
spread over two 8-hour days, as used by Sun Oil, 
California Oil, and Cities Service, represents the 
minimum instruction so far found practical. 





How Company Policy on Tuneup is Changing 


MAJOR oil companies all over the country are 
Swinging over to the view that engine tuneup 
should be encouraged and promoted. 

This swing is most apparent in the number of 
companies that are no longer neutral or opposed 
to tuneup. In 1957 there were 13 companies either 


Four Years Ago* 
IN FAVOR (5): 


Conoco—Encourages dealers 

Esso—Recommends for most stations 

Richfield (Calif.)\—Encourages dealers, permits credit 
Shell—-Encourages dealers, permits credit 
Sinclair—Encourages dealers 


IN FAVOR, WITH LIMITATIONS (4): 


Gulf—Encourages ‘better’ dealers 

Ohio—No general rule. Each case viewed separately 
Pure—Limits approval to ‘light’ tuneup 

Mobil—No general rule. Each case viewed separately 


NEUTRAL OR STUDYING (8): 
American Oil—Staff study under way 
Atlantic—Okay, if dealer has proper equipment 
California—Leaning toward active encouragement 
Cities Service—in favor, but restudying program 
Sun—Pians to make study 
Tidewater—Okay, if dealer sticks to light tuneup 
Texaco—has ‘hands off’ attitude so far 
Union—Studying philosophy and program 


NOT IN FAVOR (5): 


Frontier—Says training and control are difficult 
Humble Div.—Says tuneup may hurt rest of business 
Phillips—Says petroleum products get main push 
Sohio—Strictly limits services at controlled stations 
Standard of Calif.—Says uniform service may suffer 
* NPN—WNov. '57, p92. Three companies shown in this original 


listing have been dropped because of acquisition or other 
factors. : 


(Begins on page 119) 


That contrasts with the United Motors Service 
course of 40 hours, used by both Shell and Rich- 
field of California, the first two oil companies to 
provide tuneup training for their dealers. 

The fact is that tuneup training as practiced in 
the oil industry has been in a constant state of 
evolution from the beginning. 


actively opposed or on the sidelines; only five 
remain today. 
Of these five, there’s some indication that at 
least three will soon move into the other camp. 
Here’s a comparison of oil-company attitudes 
four years ago and today: 


Today 


IN FAVOR (16): 


Conoco—Points out profits and arranges for training 

Esso—Recommends for most stations 

Richfield (Calif.}—Now offers both United Motors 
and Allen Electric training 

Shelli—Has modified original United Motors course 
to meet service-station needs 

Sinclair—Loans oscilloscopes for three-day dealer 
promotions (NPN—Apr. '59, p134) 

Gulf—Now testing training programs 

Pure—Arranges training for interested dealers 

Mobil—An extra half day on tuneup has been added 
to dealer training course 

American Oil—Sells equipment, on terms if needed, 
and arranges for training 

California—training started, using AC Spark Plug 
plan 

Cities Service—Limited training started using AC and 
Autolite-Carter-Holley courses 

Sun—AC course now available to all dealers 

Tidewater—Tuneup will be one of a series of light- 
repair training programs already started 

Humble Div.—Offers week of special training, permits 
credit up to $25, sells $944 analyzer on terms, and 
is adding third bay or lean-to shelter to stations 
for tuneup work 

Phillips—Recent policy decision recognizes growth of 
tuneup service and calls for ‘assistance’ to inter- 
ested dealers 

Sohio—Now offering tuneup on trial basis at some 
salaried stations (NPN—Mar. '60, p126) 


IN FAVOR, WITH LIMITATIONS (1): 
Ohio—No general rule. Each case viewed separately 


NEUTRAL, OR STUDYING (4): 


Atlantic—tTraining under study 

Texaco—Continues ‘hands off’ attitude. Specifically 
bars credit-card charges for repair work 

Frontier—Neutral 

Union—Still studying 


NOT IN FAVOR (1): 
Standard of Calif.—Only holdout 


The Big Problem: Training 


Biggest obstacle to stronger oil-company support 
of engine tuneup is the difficulty of organizing an 
adequate training program. Here are some reasons 
why: 

@ Every major oil company is already doing a 
lot of educational work for its dealers. In many 
cases a company has considered other phases of 
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training more vital or pressing and for that reason 
has postponed taking action on any kind of repair 
training. 

One example of that point of view is the sales 
executive who said, “Tuneup and brake training no 
doubt can increase dealer earnings, but first we 
want to train them how to hang on to their present 
earnings.” 

@ There’s no pressure for immediate action. 
With one exception, no products sold by oil com- 
panies depend directly on the outcome of repair 
training. The single exception is Tidewater’s west- 
ern division, which only recently took on a brand 
of brake lining (NPN—May p 120). 

@ Oil companies have to call on outside organi- 
zations to supply at least the initial training of the 
oil company’s own crew of instructors. In practice 
the outside help goes much further, but it has to 
be integrated with the oil-company marketing or- 
ganization. 

Where to Get Help—When Shell and Richfield 
of California first ventured into the tuneup-train- 
ing field they found quite a bit of outside assistance 
available. Two main groups of outsiders were al- 
ready well-established in the field. 

The most numerous group was made up of the 
manufacturers of meters and other testing devices 
used in tuneup work. Some of these manufactur- 
ers, such as Allen, Heyer, Dumont and Sun Elec- 
tric were already selling tuneup equipment to sta- 
tion operators, and gave free instruction with every 
sale. 

Subsequently several other manufacturers came 
on to the scene, including Lincoln, Snap-on, Her- 
brand, Niehoff, and Bear. 

Brake-service equipment manufacturers like Bar- 
rett and Ammco and brake-lining manufacturers 
like Raybestos played a big part in getting brake 
training under way. Richfield, for example, leaned 
heavily on Barrett to train a crew of instructors. 
Barrett also provided the original instruction for 
Tidewater’s new brake-service campaign. 

The other group of outside training sources con- 
sisted of manufacturers of replacement parts. Orig- 
inally these were chiefly United Motors Service (di- 
vision of General Motors), Carter Carburetor, and 
Autolite. 

More recently another GM division, AC Spark 
Plug, has turned up as an important contributor of 
direct tuneup-training assistance to oil companies. 

Both California Oil’s and Sun Oil’s new pro- 
grams are built around a short, simplified tuneup 
course called the AC 7-step Plan. 

Cities Service is another company that uses the 
AC program in part and also a course provided by 
the A-C-H group (Autolite, Carter, Holley). 

There’s no question, though, that United Motors 
Service has supplied most of the outside help, up 
to now. 

United Motors’ Philosophy — United Motors 
Service does a big business in contact points, coils, 
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and all the other replacement parts used in tuneup 
work. Thus there’s economic justification for all 
the money UMS puts into tuneup training. 

Although as an arm of General Motors, UMS is 
the source of the Delco-Remy line of electrical 
components (standard on GM cars), UMS still has 
a hard scramble for the replacement market. The 
service station today is a vital part of that market, 
and one way to establish good relations with serv- 
ice-station men is in the classroom. 

In addition to those very potent considerations, 
the UMS philosophy has other roots. As a UMS 
spokesman once put it, “We start with the 
General Motors conviction that it has an obligation 
toward every owner of a GM-made car or truck.” 

That obligation, he explains, is to see to it that 
parts and service are available for the life of the 
vehicle, wherever it may be and whoever may 
own it. 

For an oil company’s dealers, UMS has a wide 
array of courses available. Among those put to- 
gether especially for service-station use are: 

Complete engine tuneup (40 hours) 

Basic engine tuneup (24 hours) 

Simplified carburetor service (16 hours) 

Light mechanical service (8 hours) 

UMS makes these primary courses available al- 
most anywhere. Generally they are offered at some 
one of the following locations: 

Thirty General Motors training centers 

Any adequate field location using traveling UMS 
service-training representatives 

Oil-company training facilities 

Facilities provided by supply-point wholesalers 

The last group refers mainly to automotive-parts 
distributors, but also includes oil jobbers and con- 
signees or any of the numerous TBA wholesalers. 

Who’s Using Outside Help? As more minor- 
repair programs get under way, there are signs that 
oil companies are making wider use of the plentiful 
supply of outside assistance. 

One example is Richfield of California. In its 
early stages Richfield’s tuneup training was pro- 
vided by the United Motors Service organization. 
Later Richfield arranged for some of the training 
to be done by one of the instrument manufacturers, 
Allen Electric and Equipment Co. 

And Cities Service was able to make use of two 
newcomers, AC Spark Plug and the new A-C-H 
group. Only recently the three firms—Autolite, 
Carter Carburetor, and Holley Carburetor—got to- 
gether for the express purpose of offering a com- 
plete engine tuneup program. 

Shell, though, has gone further than any other 
company in using multiple training sources. At 
various times Shell’s training department has 
studied the training methods of virtually every 
manufacturer of parts and equipment connected 
with light repair work. 

Shell’s policy is to prepare approved training 





ee - 
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courses for all phases of dealer training to be used 
by its own instructors in its own training centers. 
Shell’s first tuneup course was adapted largely from 
the UMS 40-hour course. By a process of evolution 
Shell has made extensive changes, such as the ad- 
dition of oscilloscope diagnosis and the elimination 
of much theoretical material. 

Long experience has proved to Shell that changes 
are desirable. As a result, UMS now offers a course 
incorporating those changes. And beginning this 
year Shell’s divisions are sending their dealers to 
GM training centers for tunup training. 

On the whole, it seems clear that some solid gains 
have been made out of a few years’ experience in 
working together by both the oil companies and the 
parts and equipment people. Today it can be said 
that the important phases of light-repair training 
have passed the experimental stage. 


How Many Dealers Do Tuneup 

While oil-company attitudes show a marked shift 
in the past four years in favor of tuneup training, 
there’s wide disparity in oil-company ideas of how 
many of their dealers are already in the tuneup 
business. Several companies have made surveys, but 
the results are far from uniform. 

e Humble Div. reports that 10% of its station 
managers have gone in for tuneup service. 

@ Phillips finds 30% of its dealers give tuneup 
service. 

e An informal check by Atlantic turned up 
30% of their dealers in tuneup. 

e@ Frontier Refining estimates that 30%-40% 
of its dealers are in tuneup, about double the num- 
ber five years ago. 

e@ A limited check by Cities Service indicates 
60% are in the tuneup business. 


> 
= 


Sinclair loans oscilloscopes to its 
dealers for three-day promotions 


@ Shell thinks that the number of its dealers 
doing tuneup may run as high as 70%. 


e@ The California Petroleum Marketers Council 
surveyed the San Francisco bay area and reports 
that 90% offer tuneup service. 

Conservatively, the consensus of industry men is 
that well over half of all dealers are in the tuneup 
business. 

Whatever the true figure may be, here’s how one 
oil-marketing executive sums up the attitude of 
most majors today: “We have to go along with 
engine tuneup and light repairs in the statious, 
now. The dealers want it and they’re putting in the 
equipment. 

“There’s an obvious course open to us. We have 
to see that these guys do a good job and don’t hurt 
their own business or the company reputation. And 
we have to warn away those dealers who just aren’t 
cut out for tuneup.” 


How Much Dealers Can Make 


Some oil men take issue with the reports of al- 
leged “fantastic” dealer profits in tuneup. E. J. 
Langham, general manager, motor-products depart- 
ment, Sun Oil, maintains that the trade press and 
the equipment manufacturers have overplayed the 
profit potential. He feels that oil companies have an 
obligation to set the dealer straight. 

At the same time, Sun Oil’s reason for starting 
a tuneup course is to help its dealers get a share 
of the “excellent profit opportunities.” 

There are giant pitfalls that can drive the unpre- 
pared dealer right out of business, Conoco warns. 
“Quality work is essential,” says Conoco, “and can 
be attained only with well-trained men using the 
right equipment.” 

On the other hand, Conoco makes it clear that 


All equipment manufacturers offer tuneup training—either at a central point like 
this one of Sun Electric’s at Chicago, or more often at convenient field points 
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there really are good profits in tuneup. As an ex- 
ample, Conoco cites a typical tuneup job con- 
sisting of: points, $1.85; plugs $7.60; condenser, 
$0.65; miscellaneous items $3.00; and labor $7.50. 

The total comes to $20.60, on which the dealer 
should make a profit of $8.25. 


Sun Oil also gives its dealers an analysis of the 
profit in a typical tuneup job, based on a $5-per- 
hour labor rate, and average retail prices posted by 
Sun Oil dealers. 

For a minor engine tuneup on a 1959 Chevrolet 
V-8 with a two-barrel carburetor, the following may 
be considered as a reasonable profit potential: 


Hours of Profits on 
Service Labor Parts 


Replace 8 spark plugs 0.7 $3.52 
Replace breaker point set 0.8 1.16 
Replace condenser 0.1 38 
Replace rotor 54 
Time engine, check battery, 

adjust carburetor, etc. 0.5 


Total 2.1 $5.60 
Labor @ $5/hour $10.50 


Total profits $16.10 





Thus it appears that in spite of warnings and 
cautions oil companies believe there’s money in 
tuneup. The training director of one of the large 
major companies says: “With motor tuneup and 
light repairs, the dealer earns more gross profit per 
hour than any other way.” 

True, it’s profit for the dealer rather than the oil 
company, as one oil man points out. But it’s im- 
portant income to the dealer, he adds. “What’s 
more,” says D. A. Hagen of American Oil, “the 
additional revenue can be a factor in the growth 
and development of his business.” 


And Ray Gage of California Oil, explaining why 
his company now offers tuneup training, says: “We 
have an obligation to show the dealer where his 
profit opportunities are.” 

Even Frontier Refining, which has no tuneup 
plans in mind, does a good tuneup business at its 
Denver training station. Tuneup volume in a re- 
cent month was $675, reports Jim Parrish, assist- 
ant general sales manager, and he adds that for a 
six-month period tuneup income came to $5,165. 

What a steady tuneup business can mean to a 
dealer on an annual basis is spelled out by Conoco. 
“At the rate of one average tuneup job a day, six 
days a week, additional profits can be as much as 
$2,500,” says Conoco. “This is a very conservative 
estimate — the figure could be much higher.” 


How Companies Can Help Dealers 


In light of the progress station operators made 
for themselves in taking on tuneup and other light 
repair work, it might seem there’s little need for oil- 
company assistance. But even belated participation 
can improve the competitive position of a com- 
pany’s dealers. 
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In minor ways, an oil company can accomplish 
these benefits: 

e A change in attitude from antagonism to en- 
couragement can buck up dealer morale. 

e An oil company can make an impartial ap- 
praisal of all the special equipment available and 
thus make it easier for a dealer to buy. 

e Although equipment manufacturers are 
ready with time-payment plans, there are cases 
where oil-company financing is the only answer. 

e@ Oil-company advice can be helpful to many 
dealers, especially those who hope to learn by prac- 
ticing on customers’ cars with a few hand tools. 

That’s one of the pitfalls Conoco warns its 
dealers about. “Unless you and your men have 
good basic automotive knowledge and skill or 
go through a prescribed training.course, you can 
defeat your plans before they get off the ground. 
Customers who are dissatisfied with service work 
will quit the station cold.” 

Thus, inevitably, all discussions of what dealers 
need most for a profitable tuneup business wind up 
with one key answer—training. True, there’s 
training available, and many station operators have 
taken advantage of what’s offered by the equip- 
ment and parts people. 


But oil companies today aren’t satisfied to trust 
to luck and hope their dealers can do as good 
tuneup work as those of any oil company. There 
are too many places where gallons ride on a me- 
chanic’s skill. 


Tuneup on Credit 


When Shell and Richfield began tuneup training 
on an organized basis, both companies promptly 
authorized their dealers to extend credit for tuneup 
jobs to holders of company credit cards. In each 
case a limit of $50 was set. 

Later, Conoco likewise permitted its credit cards 
to be used for charging tuneup work, also setting 
a $50 limit. Two years ago Humble made a similar 
move, adopting a $25 limit. 

Sun Oil has not yet liberalized the credit priv- 
ilege to include tuneup charges. 

Other companies still follow the established prac- 
tice of restricting the use of their credit cards to 
the petroleum products and TBA merchandise sold 
by them. The theory of the restriction, of course, 
is that an oil company is justified in carrying the 
credit only for sales of products where it partici- 
pates in the profits. 


In practice, though, oil-company credit men have 
long been aware that a good deal of repair work 
gets charged on their credit cards anyway, usually 
in the guise of merchandise sales. They are also 
conscious of the great expansion of financial aid 
to dealers in recent years in the form of loans. 

Thus oil companies are already financing a con- 
siderable amount of repair work in a round-about 
way. 

(Continued on next page) 
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But there’s another important fact that’s ample 
justification for tuneup credit. In a service station 
there really isn’t any rigid dividing line between 
tuneup and TBA. In a significant sentence included 
in an announcement of its new tuneup course, Sun 
Oil says to its dealers: “Batteries, cables, spark 
plugs, points, condensers, fan belts, and spark-plug 
cables will move automatically in the course of good 
tuneup work, and you will realize additional profit.” 


How to Promote Tuneup 


By its very existence, every service station ad- 
vertises itself in a broad, general way. The pres- 
ence of the station tells the motorist that here is 
an establishment where fuel and an undefined list 
of automotive goods and services are available. 


That’s why station operators are able to add 
tuneup or almost any repair service and promote 
it with the simplest kind of point-of-sale material. 
Many do just that with home-made signs of all 
sizes and with messages ranging all the way from 
a bare announcement to lengthy, itemized lists of 
the steps in tuneup service. 


So far oil companies have seen little need to 
work tuneup or any other repair services into their 
promotion schemes. An exception is Shell, long a 
proponent of several repair sidelines. Shell is about 
to bring out a permanent driveway sign with strips 
(variable as needed) for each service offered at the 
station. 


Mobil plans to include tuneup in dealer promo- 
tion material as one of a number of “safety main- 
tenance” services. 

Richfield probably has done more than any oil 
company to assist its dealers to promote tuneup 
services. 

Dealers also make good use of the variety of pro- 
motion aids offered by the equipment manufactur- 
ers. These include banners, driveway signs, decals, 
and direct-mail advertising campaigns. Use of the 
manufacturers’ material is limited, however, to 
those dealers who install their equipment. 

Some few references to tuneup as well as other 
minor repair services occasionally show up in sea- 
sonal point-of-sale material provided by oil com- 
panies, and the chances are these will become more 
common.” 


What's the Outlook? 


While many observers look for some growth in 
the service-station volume of tuneup and other light 
repairs, no hard statistics can be assembled. But 
certain facts are obvious: 

@ Car dealers aren’t expanding either in num- 
bers or in the size of their repair shops. 

e@ Cars now last longer so that the car popula- 
tion goes up a little every year regardless of new- 
car sales. 


@ Engines and electrical systems are changing 


constantly—but none seems to lessen the need for 
tuneup. 

Conoco tells its dealers: “There’s a definite trend 
among car owners to look to their service stations 
for tuneup service.” Conoco says that the station 
share of some 60-million tuneup jobs a year is now 
close to one-third of the total, more than double 
the share of 10 years ago. 

The tremendous tuneup potential is up for grabs, 
says Conoco, but not just to service stations alone. 
In addition to garages and car dealers, there’s a 
noticeable increase in the kind of specialists that 
concentrate on tuneup, brake, muffler, shock, and 
wheel work in various combinations. 

In some areas that’s a form of competition that’s 
cutting sharply into the field of mechanical serv- 
ices. A good example is the area around San Fran- 
cisco bay, where Duke Morley of the California 
Petroleum Marketers Council says of minor repairs 
and tuneups, “You have to scrap for it now.” 

In an around San Francisco the car dealers and 
specialty shops enjoy an odd form of legal favorit- 
ism. A section of the fire code permits stations to 
change plugs, adjust carburetors on the car, make 
simple brake and point adjustments. But stations 
are barred officially from tuneups, brake jobs, and 
even muffler work. 

Pressure from car owners is such that many sta- 
tions give repair service anyway. So far no licenses 
have been revoked for violating the code. 

The San Francisco code is unique, but it illus- 
trates one way in which competitors will meet serv- 
ice-station inroads into the repair business when- 
ever the volume becomes alarming. 

While there’s some evidence that car dealers also 
are becoming disturbed over the loss of repair work 
to service stations, many oil men say that service 
stations are just taking what car dealers can’t han- 
dle. 

For instance, one major-company training spe- 
cialist says: “What we are facing is a shortage of 
people and places to take care of automobiles. We 
are not taking business from car dealers—we are 
getting the spillage.” 

Similar thoughts are echoed by Sun Oil in this 
statement: “The overflow demand for minor repair 
jobs must be satisfied some place, and the service 
station is a natural for this business.” 

Both American Oil and Phillips take the posi- 
tion that demand for tuneup service will increase, 
and that more stations will offer tuneup service. 

The manager of one major-company training 
stations has first-hand contact with the attitude of 
car owners. “Just like any station,” he explains, 
“we have our good, steady gasoline customers. You 
get on a good footing with some of them, and when 
they come to you with their engine troubles you 
don’t feel like turning them down. 

“What’s significant,” he adds, “is that we’re get- 
ting so much of that pressure nowadays we have 
a problem farming out the kind of work we don’t 
do at the station. ® 
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a respected name 
-- - anew face... 
a whole new 
future? 


To the respected line of Prestolite batteries 

the Electric Autolite Company has now added 
spark plugs, wire, cable, and an extended 

line of ignition and electrical parts. Every product 
is backed by the 50 year experience and 
manufacturing know-how of the Electric Autolite 
Company, now in a more flexible position 

than ever to serve you. Watch for important news 
about your future with Prestolite, the new 


and growing force in the automotive industry. 


The Electric Autolite 
Company Toledo 1, Ohio 





BEFORE YOU BUY A PUMP 


ask yourself these simple questions 


THE MOTORPUMP 


The most complete line of close- 
coupled centrifugal pumps avail- 
able, % through 75 hp... 
deliveries to 3200 gpm. Designed 
and built for maximum perform- 
ance under flooded suction condi- 
tions, they operate equally well in 
any position and require no special 
mounting or baseplate. 


Since better than 80% of all 
storage facilities are above 
ground, straight centrifugal pumps 
or “Vapor-flo” units should be rec- 
ommended on most installations. 


THE “VAPOR-FLO” 
MOTORPUMP 


There’s no other pump avail- 
able with patented features as 
found in the “Vapor-flo” Motor- 
pump. Under flooded suction con- 
ditions subject to vortexing or 
vaporizing, these self-venting units 
handle and discharge vapors while 
continuing to pump. They will not 
vapor-bind or clog .. . are ideal 
for transport unloading. 


Why pay up to 30% premiums 
and lose up to 20% efficiency with 
self-primers when not needed. 
Ingersoll-Rand “Vapor-flo” Mo- 
torpumps are available through 
7% hp for deliveries up to 425 
gpm. 


OTHER I-R PUMPS 
FOR THIS SERVICE 


Cradle- 
mounted pumps 


Horizontally split, double 
suction pumps 


New Ingersoll “centri-prime” Motorpump. 


over a century of pump progress 


from the leading manufacturer . 


Ingersoll-Rand 


11 Broadway, New York 4, N. Y. 
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Automotive 


Nearly All 1962 Cars Will Be ‘Lube Free’ 


Here’s what automobile makers plan for 1962 
models in their drive for a ‘service-free’ car 


MORE “SERVICE-FREE” CARS are 
in sight for 1962. In fact, virtually all 
new cars will follow the route to lube- 
free chassis. They 
will have either 
factory sealed 
lube joints with 
about a 30,000- 
mile relubrication 
interval, or lube 
joints factory- 
sealed for the life 
of the vehicle. 

Cadillac went 
to the lifetime 
ony ye peor Donald MacDonald 
Ford Motor Co. decided on a 30,000- 
mile recommendation for those prod- 
ucts which featured extended lube in- 
tervals. 

At the beginning of the 1962-model 
year, Ford products will stand pat with 
the 30,000-mile figure of last year, 
even though Ford engineers are con- 
fident that the factory-installed lub- 
ricant will last the life of the car 
under normal driving conditions. 

Owners of Ford’s new “middle-size” 
cars, coded “Canadian X” and “Can- 
adian Y” while under development, 


will also find a 30,000-mile lube inter- 
val recommended in their instruction 
manuals. Ford cars for 1962 will con- 
tain a new fuel-filter element to be 
replaced after 30,000 miles. 

When the 1962 models make their 
debut, General Motors is expected to 
go the “lifetime” route on chassis 
lubrication, following Cadillac’s exam- 
ple. The third of the “Big Three,” 
Chrysler Corp., will go to a 32,000- 
mile interval this year, according to 
industry sources. 

Word of Studebaker’s and American 
Motors’ plans has not leaked out, but 
if they do not introduce a lubeless 
chassis this year, it’s certain they will 
do so for their 1963 models. It’s also 
possible that both Chrysler and Ford 
will go to factory-sealed, lubed-for- 
life chassis by 1963. They could, in 
fact, make the change in the middle of 
the model season. Both are now in a 
position to do it. 

Another service item will be going 
the way of the grease job this year. 
Some automotive divisions are ready to 
announce _ sealed-for-life automatic 
transmissions and rear axles. At least 
one is now definitely committed to 
such a program and others are ex- 





DIAL THE 
GET 


PRESSURE... . 
IT AUTOMATICALLY 


ACCURATELY! 


AUTOMATIC 


TIRE INFLATOR 


Here’s an easy, inexpensive accurate way of inflating 
tires automatically. It’s the new OPW Automatic Tire 
Inflator. Inflates tires to a pre-set pressure, then shuts 
off automatically. Just dial the setting and inflate. 
Styles available for passenger car tires and for truck, § 


bus, airplane tires, 


DOVER CORPORATION (} 


DIVISION 


2735 Colerain Avenue e Cincinnati 25, Ohio @ Kirby 1-5400 
VALVES, COUPLINGS, SPECIALTY PRODUCTS FOR HANDLING HAZARDOUS LIQUIDS 
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pected to follow this year or next. 

Warnings have been voiced for the 
past five years that the lubeless chassis 
was coming. Now it appears that it is 
merely the first step toward a serious 
auto-industry bid for the service-free 
car. 

The service-free concept is brought 
into focus by the introduction this 
year of factory installation of two-year 
coolants, the expanding application of 
self-adjusting brakes following Ford’s 
lead, and use by another of the Big 
Three of a 6,000-mile crankcase drain 
interval for all its divisions. 

Another of the Big Three, which 
dropped back to a 2,000-mile oil 
change last year, will return to 4,000 
miles for 1962. 

Auto makers often make the other 
services required by a car coincide 
with the oil changes. For example, if 
the oil change is every 4,000 miles, 
all other service requirements will 
come in 4,000-mile increments. If the 
oil change interval is 6,000 miles, all 
other periodic service will come in 
multiples of 6,000 miles. This accounts 
for the 30,000-and 32,000-mile re- 
commendations for chassis lube refills 
and explains why one maker will 
reduce its automatic—transmission 
drain and refill recommendation from 
every 26,000 miles to every 24,000 
miles. 


EASY 
TO 
HANDLE 


LASTING 
ACCURACY 





for safe, economical transfer of petroleum products specify 


SCOVILL 


COUPLINGS ~PERMANENT or REATTACHABLE 


From Scovill you can now get the indus- 
try’s most complete line of permanent and 
reattachable couplings for fuel oil and gas 
pump hose. Ruggedly made in a wide range 
of sizes to both commercial and military 
specifications, all Scovill Couplings give 
long, safé, trouble-free service. 

Besides petroleum products, Scovill Coup- 


FUEL Ol. COUPLINGS 


g 
Mv = 


520-H Permanent. 34” to 4” 


Dubi-Grip Reattachabie. 1” to 1/2” 


i, i 
i | 
J 


Super-Grip Reattachabie. 1” to 4” 





Main offices: 99 Mill Street, Waterbury, Connecticut. 
Cleveland, Ohio: 4635 West 160th Street. 
San Francisco, California: 434 Brannan Street. 
Jacksonville, Florida: P.O. Box 8366. 
Housten, Texas: 2323 University Boulevard. 
Toronto, Canada: 334 King Street, East. 
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GAS PUMP COUPLINGS 


Dubi-Grip Reattachable. %” and 1” 


lings can be used in the transfer of many 
other types of liquids and on rubber, syn- 
thetic, and reinforced hose. If you have any 
applications for which you are in doubt 
about correct coupling usage, write us—our 
engineers will be glad to assist you. Scovill 
Manufacturing Company, Industrial Coup- 
lings, Waterbury 20, Connecticut. 


External Guard for Fuel Oi! Coupling. %” to 3” 


} a MTT} «0 
TULL) [itl ceabiadadedealeaadadadl 


Internal (illustrated) and External Guards for 
Gas Pump Couplings. %” and 1” 





Complete equipment for attaching by machine or hand is available 


Hose Couplings by 


SCOVILL 
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Why Batteries Are Smaller 


The trend is to lower-capacity batteries, says Walter 


E. Anderson of Globe-Union. Here’s what he predicts 


ODAY’S TRENDS in car designs are 
putting more and more restric- 
tions on the size of replacement bat- 
teries, said Walter E. Anderson, vice 
president, Globe-Union Inc., in a talk 
before the eastern TBA meeting at 
Pocono Manor. 

He contrasted the ampere-hour rat- 
ings prevailing today with those of the 
early 12-volt era. “In 1956 and 1957 
we saw the 50-to-60-ampere-hour bat- 
teries firmly established in 75% to 
80% of all new cars,” Anderson re- 
called. 

In addition almost 20% of the cars 
used batteries with even higher rat- 
ings, while only a minor fraction 
(slightly more than 1%) were equip- 
ped with batteries below 50 ampere 
hours. 

New Trend Starts—In 1958 a drift 
became apparent among automobile 
manufacturers to lower-capacity bat- 
teries. That trend to smaller batteries 
set in despite the horsepower race, 
which at that time reached its high- 
est peak. Running counter to the 
horsepower race was the growing con- 
sumer preference for more econom- 
ical cars as reflected in a greater de- 
mand for 45-ampere-hour batteries. 

Compact cars with smaller batter- 
ies appeared in large numbers in 1959 
and 1960. At the same time new bat- 
tery-group sizes appeared designed to 
be as light in weight as possible, and 
installed in rigidly limited battery 
space. 

The significant thing about tight 
battery space, Anderson points out, is 
the limit it puts on replacement sales. 
When it comes time to sell a replace- 
ment battery to Falcon or Corvair 
owners, for example, you're limited 
to the same size battery. You can’t 
suggest a higher-capacity replacement, 
as you can for a Rambler, because 
there isn’t room to install a bigger 
battery. 

This year about 40% of the new 
cars are equipped with batteries of 
less than 50-ampere-hour capacity. At 
the same time the big batteries— 
above 60-ampere-hours — appear to 
have leveled off at 15% of the market. 

What’s Ahead—Next year, Ander- 
son predicts, over 50% of the new 
cars will use less-than-50-ampere-hour 
batteries. “Ford and Chevrolet will 
undoubtedly use them in their new 


king-size compacts. And we under- 
stand that Valiant and Lancer, with 
their fine alternator systems, will 
drop down from their present 50-am- 
pere capacities to be on a par with 
the other small cars. 

“Other reasons for lower-capacity 
batteries on all cars of the future 
stem from two important engineering 
advances. 

e “The first is an advancement al- 
ready at hand—the alternator. Chrys- 
ler’s cost breakthrough on this super- 
dependable automotive _ electrical- 
power producer is undoubtedly going 
to be adopted by others in the next 
few years. 

“Its high and constant amperage 
output, particularly at low engine 
speeds, reduces the need for a large- 
capacity battery to handle the heavy 
ignition and accessory demands dur- 
ing idling. The battery will merely 
have to start the car—the alternator 
will take over from there. 

e “The other engineering advance 
is really a series of advances in the 
direction of weight reduction. To 
Detroit’s auto makers, weight is 
money, not only in terms of pro- 
duction cost for the manufacturer, 
but also in terms of operating cost 
for the now-economy-minded con- 
sumer, 

“To show you the extremes of this 
poundage reduction, Ford announced 
several weeks ago that their 1962 
Mercury will have a new polypropy- 
lene accelerator pedal. Why? Because 
this little item is more durable, strong- 
er, and lighter-weight than the con- 
ventional rubber-coated, steel-frame 
pedal. 

Marketing Impact — “These new, 
small battery cases will limit our mar- 
keting flexibility,” Anderson said. Bat- 
tery makers will no longer be able to 
offer a choice of quality grades in 
all battery sizes. For example, the 
range on Group 24S batteries goes 
from 32 ampere hours on the bottom 
to a 60-65-ampere-hour top. 

“It has been because of this latitude 
in capacities that we have been able 
to hold off outside competition from 
moving in on our dealers,” Anderson 
said. “We have been able to offer a 
reputable-brand battery of the right 
capacity with an honest guarantee, 
whether the customer wanted a heavy- 
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duty, original-equipment, or economy- 
priced replacement.” 

We'll no longer be able to offer 
different quality grades, Anderson pre- 
dicts, unless there is a basic engineer- 
ing breakthrough in the electrical 
yield per pound of lead. Instead he 
feels that size restrictions will limit 
replacements to whatever capacity the 
original-equipment specification called 
for. 

“We don’t dare drop below the 
original-equipment capacities of 40- 
42 ampere hours because such ca- 
pacities are required for starting. Con- 
sequently we are likely to be forced 
to market the same capacity battery 
that our competition is selling. 

To meet this competition Anderson 
hinted that battery producers will 
shortly come up with basic engineer- 
ing changes that could mean startling 
improvements in starting character- 
istics. 

In addition to improved products, 


Anderson pointed out, the oil indus- ~~ 


try has certain inherent advanta 
over competition. 
of 


“Consider your terrific networ 
conveniently located stations, service 
availability night and day, equally-good 
credit programs, and constant service 
which exemplifies interest in your 
customer. 

“All of these provide tremendous 
product exposure that is the envy of 
your competition. Furthermore, your 
brand names are so universally ac- 
cepted that your name on a product 
is a veritable hallmark of quality. 

“If you widen your field of vision, 
intently study your marketing future, 
and seek assistance from your bat- 
tery supplier to give you a product 
that will be truly outstanding in the 
market—then you'll be ready for what- 
ever is next. 

“In fact you can be a leader in 
making the change.” 

At the conclusion of Anderson’s 
talk a member of the audience asked 
him if the Assn. of American Battery 
Manufacturers is doing anything to 
get car manufacturers to reduce the 
growing multiplicity of battery sizes. 

No, they aren't, he replied. Such a 
move was suggested a few years ago 
but the matter was dropped. He gave 
his opinion that next year there'll be 
still more sizes. m 
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NYLON tires are stronger around the cash register, too! 


A nylon tire sale being rung up on the cash register 
has a nice healthy sound to it. The profit from the sale 
is healthy, too. Because, level for level, nylon tires retail 
for more, and your profit margin is bigger. And nylons are 
the easiest tires to sell. Buyers don’t have to be urged 
to spend a little more for them because they are already 
convinced of the superior strength and safety that come 
with nylons. The proof of this: Each year since introduc- 
tion more and more people have purchased nylon cord 
tires, and, in 1960, 50% of all replacement tires sold 
were nylons. If you want to beef up the ring of your 
cash registers—and your profits—feature nylon tires. 


THE SAFEST, STRONGEST TIRES 
ARE MADE WITH 


NYLON 


REG. U. 5. PAT. OFF. 
4INGS FOR BETTER LIVING . . . THROUGH CHEMISTRY 
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Talking TBA 


Prestolite alters name, 
makes plans to market 
an entire line of TBA 


PREST-O-LITE, known in_ recent 

years only as a battery brand, is going 

to be the name for a new family of 
TBA products 
starting with 
spark plugs, wire 
and cable. 

At the same 
time a long-over- 
due change is be- 
ing made in the 
name itself. The 
change consists of 
the elimination of 

the hyphens, so 
By that it now reads: 
Frank C. Sturtevant Prestolite. 

If you were to turn way, way back, 
you’d find that early-day motorists as- 
sociated the name of Prestolite not 
with a battery but with acetylene 
headlights. The original company, lo- 
cated in Indianapolis, supplied small 
cylinders of bottled gas which could 
be bolted to the running boards of 
gas-lighted cars. 

Electric Autolite acquired the bat- 
tery end of the business from the then 
owner, Union Carbide, in 1927, but 
kept the name alive by continuing to 
make and sell Prestolite batteries. The 
brand, with its established reputation, 
comes in handy now that the Auto- 
lite brand has been sold to Ford. 

Ford, of course, is beginning to in- 
stall Autolite spark plugs as original 
equipment, displacing Champion, 
Ford’s former chief supplier. Con- 
sequently it’s no surprise to learn that 
Champion in turn has successfully 
negotiated with Chrysler to supply 
original-equipment plugs for Chrys- 
ler cars. That makes the switch com- 
plete, since Autolite for many years 
was Chrysler’s supplier. 

Now that all those original-equip- 
ment shifts are settled, oil men look 
forward to a real battle for the re- 
placement market. 


>A cause that’s continually coming 
to life in spite of many defeats is the 
movement to bring safety seat belts 
into universal use. Seat belts enjoyed a 
lot of publicity some five or six years 
ago and a couple dozen manufactur- 
ers came into the market. 

There followed one of the most 
curious evolutions ever seen in the 
automobile age. Cornell University re- 
search men proved the value of seat 





belts in saving lives and preventing 
serious injuries in automobile acci- 
dents. 

Countless editorials urged the mo- 
toring public to install the belts. 
Agitation arose in state legislatures 
and even in Congress to make seat 
belts mandatory. 

A number of large fleet operators, 
including some oil companies, install- 
ed seat belts in all cars. But when 
Ford offered the belts as optional 


PERFECT 


Just the ones you buy! 


Now and then we build 
a lemon... but you'll 
never see it! The reason 
is simple. We test every 
pump—not just samples 
—but every pump before 
it leaves the plant. Test 
racks like this one are 
running constantly at 
Blackmer. In addition to 
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equipment, public response was so 
meager that Ford dropped the idea 
after a year or two. 

Most of the manufacturers who 
entered the field with high hopes 
found that seat belts were a com- 
mercial flop. 

Let’s hope they’ve found some new, 
magic form of persuasion. The stub- 
born car owner has approved of seat 
belts all along—he just can’t bring 
himself to use them. 


countless checks and inspections made during production, 
each pump must pass this final rigid test of actual 
operation. Yes, we build some bad ones, but the 

man on the test rack gets the headache... not you. 


Dependability has been the byword at Blackmer for 
more than fifty years . . . your promise of extra value 
in every Blackmer pump. Our whole line is cataloged 


in Bulletin One. Write for it today. 


“liquid materials handling"® equipment 


/ rotary pumps 


BLACKMER ®UMP COMPANY, GRAND RAPIDS 9Q, MICHIGAN 
Find your Blackmer Man under “Pumps” in the Yellow Pages 
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a.m. the first day. Ballast The work crews were able to begin assembling the service station 
effective sealing for the air an hour and 20 minutes after inflation of the air house started 


i 


Build 
Fast 

in Bad 
Weather 


em. 


A Ee : 


Bar 


4 


The walls of the restroom, 
sales office, storeroom, and 
lube room were completely 
erected by 3 p.m. on the first 
day, and some of the trusses 
for the roof were in place 


The building was almost 
done and the canopy in- 
stalled by 10 a.m. on the 
third day 
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Porcelain-enamel structural members were stacked on the concrete slab 
when the job started. Workmen had many in place by noon the first day 


Here's how Avoncraft built a 
station in three rainy days 


| Ape FELL for three days — but it didn’t stop 


construction of a two-bay prefabricated ser- 
vice station. 

Avoncraft, manufacturer of porcelain-steel pre- 
fabricated service stations, staged a demonstration 
to show that its “enclosed-erection” procedure per- 
mits station construction in any kind of weather. 
An average of 0.40 in. of rain fell each of the 
three days and shut down all adjacent construction 
work, 

The Avoncraft crew was able to work despite 
the rain because it was protected by a portable, 
plastic-coated “air house.” 

The air house is inflated by a small air pump 
after being spread flat on the site. The pump con- 
tinues operating after the house is up, to maintain 
a slight air-pressure differential. A ring of water 
ballast around the bottom makes a seal with the 
ground. Workers can enter and leave through a 
flap door. 

The following timetable tells what happened on 
each day. (The crew started with a concrete slab 
already poured and the necessary porcelain-enamel 
structural members already on location.) 


First Day 
A six-man crew unfolded the covering, put the 
entire air house in position and, inflated it in less 
than 40 minutes. 
By 7:00 a.m., the six-man crew, assisted by two 
laborers, began erecting the wall sections at the 
rest room corner. By noon the rest-room, sales- 
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office, storeroom and lube-room walls were in po- 
sition. 

In the afternoon the truss and columns between 
the lube and wash rack went up, followed by the 
rear and side walls for the wash rack. 

At 4:00 p.m. the work force was reduced to five 
men and the laborers eliminated. By 6:00 p.m. the 
ceiling pans over the wash and lube bays were in 
place and the walls aligned at the base. 

By 7:30 p.m. the sales-office steel tubing was 
assembled and the double walls between the rest- 
rooms were up. 

By 11:00 p.m. the drop ceiling over the rest 
rooms and the ceiling pans over the sales office, 
storeroom, and both rest rooms were in position. 
Drilling and bolting of the roof pans continued until 
2:00 a.m. 


Second Day 


At 7:00 a.m. a four-man crew (with the two 
laborers on general clean up) finished bolting and 
grommeting the roof pans and cutting holes for the 
electricians and plumbers. 

By 3:30 p.m. the building was completely glazed 
and the crew had accomplished all of the general 
touch-up and cleaning required. A delay by plumb- 
ers and electricians prevented installation of the 
roof decking that would otherwise have been done 
on the night shift. 


Third Day 

By 7:00 a.m., the air house was removed to 
facilitate installation of the canopy. 

Two shifts were used to speed up the demonstra- 
tion, though normally only one would be used. 

The results seem to satisfy both Avoncraft and 
oil-company representatives present that station 
building can go ahead despite adverse weather — 
if the proper preparations are made. m 





Sixteen good reasons why a Wayne 
2PM-3 Meter defies corrosive attack 


. Bearing Bracket 


PONAT PWN 


Part Material 


Meter Case Cover.........lridited Steel 
Dome Assembly...........Aluminum 


. Gear Cover Aluminum 


Snap Rings................Stainiess Steel 
Stainless Steel 
Stainless Steel 


. Piston Assembly 
. Cylinder Cover 


As a test we recently took a Wayne 2PM-3 Meter off the assem- 
bly line and pumped through it 3,000,000 gal. of a gasoline/ 
salt water mix. The meter not only measured this gallonage 
accurately, but also showed absolutely no corrosion damage. 


What makes such performance possible? Perceptive design? 
Quality of materials? Both . . . plus extensive research in the 
phenomenon of corrosion itself. Note in the list of 2PM-3 ma- 
terials the preponderance of stainiess and aluminum; the ab- 
sence of iron, brass or bronze. This is a calculated selection 
designed to eliminate galvanic reaction between dissimilar 
metals. 


In practical terms this means that in every Wayne island pump 
you get a meter that is virtually corrosion-proof. As a result it 
rarely needs adjustment in the field, maintains its accuracy 
almost indefinitely. And with the Wayne 2PM-3 this is total 
accuracy—from 15 gpm down to the lowest rates of flow. Today 
this full range accuracy is more important to you than ever, 
for with low-flow settings on automatic nozzles, some 50% of all 
dispensing is now done at slow rates. 


WORLD'S LARGEST 
MANUFACTURER OF 
GASOLINE PUMPS AND 


SERVICE STATION EQUIPMENT 


THE WAYNE PUMP COMPANY « Division of Symington Wayne Corporation, Salisbury, Md., Fort Wayne, Ind. 


Symington Wayne international Co. Ltd., Spitailgasse 9, Zurich 1, Switzerland e Wayne Pump Canada Ltd., Toronto, Canada 

Wayne Tank & Pump Co. Ltd., Bracknell, Berkshire, England e The Wayne Pump Co. South Africa (Pty.) Ltd., Capetown, South Africa 

Equipamentos Wayne do Brasil, S.A., Rio de Janeiro, Brazile Jurgens & Wayne Apparate und Pumpenbau GmbH, Einbeck, West Germany 
Wayne Italiana, S.A., Rome, italy 
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NEW 
IN 
EQUIPMENT 











Washe-rack lift 


. gets rear wheels out from under 
fender skirts by means of a large saddle. 
Saddle is designed to lift the vehicle by 
the differential housing even when the 
housing is off-center. Smooth, positive 
lifting action is provided by a heavy- 
duty rubber air cylinder. Weaver Manu- 
facturing Div., Dura Corp., 2100 S. 9th 
St., Springfield, Ill. 


Proportioning pump 


. is adjustable for varying output 
while running. Made in a simplex model 
with capacity from 1 to 812 gph, and 
duplex model with capacity from 2 to 
1624 gph. American Meter Pump Div., 
13500 Philmont Ave., Philadelphia 16, 
Pa. 


Consumer pumps 


. styled to match others in the Tok- 
heim Interceptor line have been intro- 
duced in a new series of eight different 
noncomputer models. Available as suc- 
tion pumps or remote dispensers; with or 
without ticket priaters; and in standard 
or high-speed models. Retreve-A-Hose 
device is also optional. Tokheim Corp., 
1602 Wabash Ave., Ft. Wayne, Ind. 


Portable pump 


. . . for emptying drums and tanks has 
11 gpm capacity. Pump is self-priming and 
self-lubricated and is claimed to combine 
primary features of positive-displacement 
pumps with general transfer abilities of 
centrifugals. The Corley Co. Inc., Boon- 
ton, N.J. 


Shelving package 


. . . for service stations is offered in a 
new series of 3-ft. and 4-ft., free-standing 
modules, Can be used in place of a par- 
tition, either singly or two units back to 
back. New wire assembly clip is said to 
save two days of erection time compared 
with bolting method. Offered in a variety 
of shelf, cabinet and shadow-box com- 
binations. Murlin Mfg. Corp., Quaker- 
town, Pa. 


August, 1961 * NATIONAL PETROLEUM NEWS 


Equipment 


Hot-water system 


. . . for service stations is a decentralized 
unit for installation at point of use. Pow- 
er cost said to be 2c a day idle or 1%2c 
an hour if left running. Can be attached 
into lighting circuit without special pow- 
er lines. Underwriters listed. R. C. Ford 
Associates Inc., Midwestern Bldg., Cin- 
cinnati 27, Ohio. 


Truck faucets 


. in a new series of 2-in., 3-in., and 
4-in. sizes offers a choice of outlets for 
variety of connections. Illustration above 
shows a Kamlok adaptor. Other styles 
include flanged inlets, male-threaded 
outlets, and outlets at 22% deg. and 65 
deg. below horizontal. Outlets can be 
switched from threaded to Kamlok adap- 
tor without replacing entire valve. OPW 
Div. of Dover Corp., 2735 Colerain 
Ave., Cincinnati, 25, Ohio. 


Quick coupler 


. is a single-half coupling for use in 
connecting dissimilar piping or hose 
lines. Seals and locks automatically by 
means of rotating handle thereby elimi- 
nating bolts, nuts, and gaskets. Flight Re- 
fueling Inc., Box 1701, Baltimore 3, Md. 
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NEW JERSEY 











Big PRICE SIGN 


OF 
DURABLE 


GAS 
PLASTIC 


ON YOUR a 


mm 
es —>>S 


= 
WILL GUIDE CUSTOMERS 
TO THE GAS THEY WANT 


EMPRO PRODUCTS CO. 


357 McLean Bivd., Paterson, N. J. 


Gashoy nes 


Forevery size 0c j.;umer- 


commercial eccount. 
RENICK & MAHONEY, INC. 
380 Second Ave. 
New York 10, New York 


PENNSYLVANIA 











E. O. HABHEGGER CO. 


24th & Fairmount Aves. 
PHILADELPHIA 30, PA. 
Engineering G Equipment 
BULK TERMINALS TRUCKS 


SERVICE STATIONS 
Member NAOEJ 











Gravity feeder 


. is a constant-rate control for meter- 
ing flow from drums. Features a head- 
loss equalizer to offset descending liquid 
level in drums; accurate, reproducible 
setting-control knob. Norcross Compa- 
nies, 19 Osborne St., Bloomfield, N.J. 


& ay, SIO 


Bottom-loading assembly 


. . is a combination of balanced emer- 
gency valve, overhead air operator, and 
vent. Pulls valve wide open for full flow 
in either direction with minimum pres- 
sure drop at the emergency valve. Vent 
opens independently to relieve any pres- 
sure in excess of 4 psi.; also precedes 
valve opening to prevent compartment 
collapse in case pump is operating. Phila- 
delphia Valve Co., Aramingo Ave. & E. 
Tioga St., Philadelphia 34, Pa. 


Identification marker 


. . . for service-station fillpipes, clamps 
in place like a bracket inside the man- 
hole. Body of cast iron with tag of bright 
plastic which can be color-coded as de- 
sired. Additional metal plate stamped 
with tank gallonage or other information 
is available. Universal Valve Co., PO 
Box 444, Elizabeth, N. J. 














Jet-type filter 


. .. in a small version suitable for mount- 
ing on the outlet side of gasoline dispens- 
ing pumps in service stations has been 
developed by Warner-Lewis. Filter re- 
moves free water and microscopic solids. 
Warner Lewis Co., Div. of Fram Corp., 
Box 3096, Tulsa, Okla. 


Nozzle filter 


‘ contains a stainless-steel, cone- 
shaped, wire-cloth element said to pro- 
vide 10-micron filtration at differential 
pressures up to 150 psi. Called the “Tur- 
bomonitor,” purpose of the unit is to 
monitor primary filters in aircraft fueling 
systems and to pick up contaminants in- 
troduced by hose rupture, primary-filter 
media migration, or other accidental 
means. Purolators Products Inc., Dept. 
203, Rahway, N. J. 


Mixing dispenser 

. . « for fueling inboard and outboard 
boats delivers three types of product: 
24-to-1 or 20-to-1 gas-oil mixtures for 
outboards, or straight gasoline for in- 
boards. Separate totals show on the pump 
dial. Hose on the Marina pump consists 
of a small-diameter oil tube inside a 
l-in. hose. Gilbert & Barker Mfg. Co., 
W. Springfield, Mass. 
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= 
_. « with large LD. (2%e in. in 3-in. V1 Le V2 f 
size), consists of RCP-3A adapter, and 
RCP-3D coupler both with serrated 
sleeves. Also available in 2%-in. and ° 
4-in. sizes in aluminum or other mate- 
rials. Ever-Tite Coupling Co. Inc., 254 VAL) 
W. 54th St., New York 19, N.Y. 


Equipment Literature . . . All G@IBMIMOING 


LPG equipment 

. . - including pumps, hose assemblies, 
reels, meters fittings, tools, and supplies 
are listed in a new, 68-page catalog. Re- 
quests should be submitted in writing on 
company letterhead to Valley Industries 
Inc., Box 111, Mt. Pleasant, Iowa. 





Payoff calculator 


. » » provides a short cut for arriving at 
the break-even point and ultimate sav- 
ings on Lusterlite porcelain-enamel serv- 
ice stations. Scales show typical costs, 
annual painting expense, rate of return 
on investment, and dollars earned in 25 
years. Copies free to oil marketers who 
request on company letterhead from 
Chicago Vitreous Corp., Cicero 50, IIl. 


Floating roofs 


. . - for storage tanks are the subject of 
a new 24-page bulletin. Presents the fea- 
tures of CB&I-built double-deck, pontoon 
and pan types of floating roofs along 
with metallic and fabric sealing devices. 
Chicago Bridge & Iron Co., 332 S. 
Michigan Ave., Chicago 4, Ill. 


eintleis.. b RE. 2c 


Ae 


Compressor catalog 


. . « describes the complete Champion 
line, including specifications, displace- 
ment, and free-air ratings. Contains in- \| Fl 
formation on selection of compressors, Mai 1 sing tial aif Perieerre 
and lists pumps, high-pressure washers, a ( eeeonerenacae on 

and accessories. Champion Pneumatic 
Machinery Co., Princeton, Ill. 


LPG tank gages 

- . - are described in a new 4-page 
bulletin that includes installation dia- 
grams. Also describes features of the 
new line of gages such as neg’ator motor 


and magnetic drive. Vapor Recovery Sys- : es : ‘ ; - 
tera Co., 2820 N. Alemeda St, Come- ple of the imaginative engineering and high manufacturing standards 


ton, Calif. 


Motor bulletin 


. . « No. 05051B9040B describes stator 
insulati ll : ‘ ‘id ‘ 
Ae he cl Geasteel chee ae one gives more honest lighting value than Compco. For further infor- 


tors for outdoor service. Allis-Chalmers ‘ , , , 
Mfg. Co., Milwaukee 1, Wis. mation, see your representative or write for details. 


Compco Cantilever lights, as pictured above, are but one more exam- 


you can expect from Compco service station lighting equipment. We 


invite you to compare it with others. We think you'll agree that no 


Hydraulic-valve 


. « « systems for tank trucks are de- ore PERL 

scribed in a new 8-page brochure. In- la 4 a CONMPCO 
cluded are safety regulations of the pee ks gets 

American Petroleum Institute on tank bee c? oe ae 

trucks and tank trailers. Brochure No. ig? Pa : CORPORATION 


195, A. O. Smith Corp., Smith - Erie fF Oana sf 1800 N, Spaulding * Chicago 47, Illinois 
Div., Dept. 0113, Milwaukee, Wis. ke 
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Equipment Suppliers . . . 





Renick & Mahoney Inc., oil equipment 
distributor of New York, has expanded 
its tank-truck building operations by the 
acquisition of G. A. Chivvis’ Sons, of 
Lindenhurst, L.I., and merger with Ham- 
ilton Tank Corp., of Brooklyn. New 
facilities will be built at Lindenhurst. 
Company now offers complete line of 
New York City and suburban fuel-oil 
truck tanks. 


* 

The National Assn. of Oil Equipment 
Jobbers has three new active members: 
Dawn Associates Inc., 3263 Independ- 
ence Ave., South Gate, Calif.; Viking 
Equipment Co. Ltd., 11200 Sherbrooke 
East, Montreal, Canada; and United Sup- 
plies Corp., Box 427, Hato Rey, Puerto 


Rico. A new associate member is Gas 
Register Corp., 1443 Broadway, Tucson, 
Ariz. 

a 

Morrison Bros, has a new distributor 
in California, the Howard Supply Co. 
Howard replaces Harmon Equipment Co., 
a Morrison distributor in Los Angeles 
for the past 34 years. Harman is now 
concentrating on the sale of the Harmeco 
Puraflo filter. The Howard firm in the 
past has been a distributor of oil-field 
equipment, but is expanding its services 
to cover oil marketing as well. 

* 

Red Jacket Manufacturing Co. is now 
represented in St. Louis by E. A. 
Downey, oil-equipment distributor lo- 
cated at 2005 Locut St., St. Louis 3, Mo. 


& 
The Viking Pump Co. of New York 





TOKHEIM 
Farm Pumps 


Smart operators are finding it pays 
to place Tokheim electric pumps 


with consumer accounts, instead of 

used service station dispensers. 

When maintenance cost of used 
computers is weighed against the moderate 
price of Tokheims, these new pumps are 
actually bargains. And they will keep cus- 
tomers much happier than the off and on 
performance of old pumps. What is more, 
the average farmer needs a computing pump 
like he needs a drought! Consider these facts 
‘before you slough off those old computers 


on your farmer friends. 


SYMBOL OF EXCELLENCE 


Tokheim Model 86-D 
Electric Power Pump Deluxe 


for Motor Fuel 


Other models available. Notable 
features include unit design of 
pump and motor eliminating 
mechanical seals, belts, packing. 
Motor cooled by liquid—starts on 
70 volts. Self-priming rotary 
pump. 14 g.p.m. delivery. Low op- 
erating cost. Horizontal register. 


General Products Division 


TOKHEIM CORPORATION 
1650 Wabash Avenue 


Fort Wayne 1, Ind. 





Subsidiaries: GenPro Inc., Shelbyville, indiana; Tokheim of Canada, Ltd., 
Toronto, Ontario; Tokheim international, A. G., Lucerne, Switzerland 


now occupies a 6,000 sq. ft. plant lo- 
cated at 1095 Peterson Lane, Secaucus, 
N.J. 


Equipment People . . . 





E. M. Bartlett 

Jr. has been pro- 

moted to market- 

ing vice - president 

western region, for 

the container di- 

vision of Rheem 

Manufacturing Co. 

He will continue 

to maintain his 

office at the Rich- 

mond, Calif., plant. 

Bartlett joined 

Rheem’s manufac- 

turing department at South Gate, Calif. 

24 years ago. Since 1956 he has been 

container sales manager in the San 
Francisco region. 

* 

F. S. Wittenauer has been promoted 
to assistant general manager of the Re- 
public Rubber Div. of Lee Rubber & 
Tire Corp. Wittenauer joined Republic in 
1939 and has filled a series of posts in 
development, research, cost estimating, 
and treasury departments. He has been 
chief accountant since 1954. 


Morton 


Thomas E. Morton is administrative 
manager and Christian J. Porzenheim is 
sales manager of the new industrial sales 
division of Purolator Products Inc. Mor- 
ton formerly assisted in establishing an 
industrial sales program, and part of his 
new responsibilities will be market de- 
velopment. Porzenheim is a member of 
the American Nuclear Society and was 
formerly technical sales engineer for 
Purolator. 

e 

Walter C. Leitch has retired as vice 
president in charge of sales for the 
Wayne Pump Co., division of Symington 
Wayne Corp. He will continue as special 
consultant to the company’s sales de- 
partment in matters of petroleum-equip- 
ment sales. 


e 

Norman J. Jardine, formerly with Bil- 
bert & Barker, has joined the staff of 
Southern Pump & Tank Co., Charlotte, 
N.C., as general service manager. He 
was coordinator of technical information 
for Gilbert & Barker’s field and licensee 
operations. 


NATIONAL PETROLEUM NEWS * August, 1961 











inal 


a 
re 


i> 


wet 
8 


ail 








- ; : 


2 oe i. TANNER OIL co. 
Fi " % se J 210 marTRoro.iTaAN ave. 


The moment you stop pumping, the Lockheed Computing 
Register is ready to deliver a completely calculated, printed 
invoice. All you do is turn the handle. You save at least one 
minute at every stop. If that minute is worth only 10¢, (usu- 
ally, it’s more) and you make, say, 30 deliveries a day, you 
_ save $3.00 daily. In an average 120-day heating season that’s 
$360. 
», Cutting delivery time is just one of the ways the Lockheed 
_Computing Register makes money for you. It eliminates 
errors. It saves clerical, typing, billing and mailing expense. 
On postage alone, the Register can save you hundreds of dol- 








INSTANT INVOICING SPEEDS DELIVERY 


You can easily earn $360 more per truck, per season 
with new Lockheed Computing Register 





cae tee 
OE. 
‘valle 
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lars a year. It calculates sales tax, discount, and total price, 
automatically. And because every tenth of a gallon is figured 
in, the Register adds earnings you may now be missing. 

Other features: pre-set counter and totalizer, easy installa- 
tion on any meter, zero maintenance, a cinch to use. Impor- 
tant, too, the Lockheed unit builds customer confidence and 
employee goodwill. 

See your oil equipment jobber for all the details. If he does 
not yet have this brand new product, please have him contact: 
Computing Register Sales, Lockheed Electronics Company, 


‘ 
) Metuchen, New Jersey, telephone Liberty 9-4430. 











WHAT'S 
NEW 
IN 
TBA 





Double-duty mirror 


. .- comes with two mountings, a clamp- 
on base’ and a body-mount bracket, in 
one package. Purpose of the #460 
double mount is to simplify inventory. 
Said to fit all cars—standard, compact, 
and foreign. Yankee Metal Products 
Corp., 25 Grand St., Norwalk, Conn. 


Low-priced tire changer 


. . . priced at $109.50 has an air-power 
bead breaker. Cylinder is said to have 
largest air displacement of any bead 
breaker. Wheel cone has fast-action, pos- 
itive lock. Bishman Mfg. Co., Osseo, 
Minn. 


Carburetor needle seat 


. . of a new resilient compound flexes 
around dirt particles while holding pres- 
sure. Improved needle-valve and seat 
assembly has been added to manufac- 
turer’s clean-out kits now known as “Su- 
per Zip-Kits.” Carter Carburetor, Dept. 
820, 2840 N. Spring Ave., St. Louis 7, 
Mo. 
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Air-power tire changer 


. .. with a retail price tag of $109.50 
has been introduced by May Bros. This 
compact Model 58 DM operates from a 
standard air chuck, and occupies only 
1.4 sq. ft. of floor space. May Bros. Manu- 
facturing Co., 21300 Eureka Rd., Taylor, 
Mich. 


Tire patch 

. . . for repairing truck and off-the-road 
tires features an edge of nylon filaments 
imbedded in rubber in a parallel fash- 
ion. Design is claimed to overcome edge 
lifting, said to be the cause of 90% of 
patch failures. Goodyear Tire & Rubber 
Co., Akron 16, Ohio. 


Ignition tester 


. .. can be used on all 6-12-24-volt sys- 
tems. Model T-41 contains a resistance 
unit for testing regulators regardless of 
battery charge. Said to be fast and easy 
to operate. Comes complete with picture- 
manual instruction book. C. E. Niehoff 
& Co., 4925 W. Lawrence Ave. 


Butyl tires 


. . . have been added to the Goodyear 
Super Cushion line. Sales features are 
the familiar soft, quiet ride with better 
traction and skid resistance usually as- 
sociated with butyl synthetic rubber. 
Goodyear Tire & Rubber Co., Akron 16, 
Ohio. 


Marine spark plugs 


. recently added to the Bowers line 
have a rust-resistant plated finish, and 
shells of special-analysis steel. Display 
rack holds 63 plastic-encased plugs of 
five different types. Bowers Battery & 
Spark Plug Co., Reading, Pa. 


Air jack 


.-. With six major improvements features 
bi-level twin saddles; honed cylinder; 
full 56-in. saddle spread; 3414-in. lifting 
height; and automatic safety lock. Hein- 
Werner Corp., Waukesha, Wis. 


Guaranteed tire 


. . . called the ‘High Capacity’ has been 
added to the Gates Line. Buyers get a 
new one free if it fails for any cause at 
any time while any tread remains. 

Gates says it will sell for just a little 
under other premium tires. Gates Rubber 
Co., 999 S. Broadway, Denver 17, Colo. 


Battery tester 


. is said to offer a simpler way of 
making a complete battery test without 
changing connections. Patented cell-bal- 
ance test system compares cells automati- 
cally, takes an open-voltage test, and a 
discharge test. Christie Electric Corp., 
3410 W. 67th St., Los Angeles 43, Calif. 


Controllable torque 


. . . features a new Thor impact tool 
known as the W-37 wrench. New oscil- 
lating construction is said to afford an in- 
finite range of power from a light rotary 
tap to a heavy-impact blow. Thor Power 
Tool Co., Aurora, Ill. 


Tuneup accessories 


. . . include a new ignition tester said to 
quickly check all circuits; a compression 
gage with a universal adaptor; and a 
vacuum gage with exclusive manual zero 
setting for on-the-spot recalibration. C.E. 
Niehoff & Co., 4925 W. Lawrence Ave., 
Chicago 30, Ill. 


Color-band tires 


. .. will be added to Goodyear’s premium- 
priced tire line at some indefinite future 
date. Goodyear is now making some tires 
with red and blue bands for original 
equipment. The bands form part of the 
normal whitewall area. Goodyear Tire & 
Rubber Co., Akron 16, Ohio 


TBA Suppliers .. . 





United Motors Service, Div. of Gen- 
eral Motors has adopted one uniform 
trade name, United Delco, for all the re- 
placement-parts lines it handles. Along 
with the new name goes a complete 
change of packaging and new identifica- 
tion signs. 

© 

Credit terms, like tire guarantees, are 
getting longer. Richfield of California 
recently extended its tire budget terms 
to 15 months from a former maximum 
of 12 months. At the same time Richfield 
is promoting the Patten outdoor tire- 
storage and display rack, offering deal- 
ers special terms of $9.50 a month. 

= 

Kelly-Springfield will for the first 
time, make tires outside of its home 
plant at Cumberland, Md., when its new 
factory near Tyler, Tex., is completed 
next year. Purpose is to save on ship- 
ping costs to distant markets. 


* 
Raybestos has some gratifying reports 
of a two-car, cross-country brake test. 


NATIONAL PETROLEUM NEWS * August, 1961 





The two cars covered all kinds of traffic 
conditions, terrain, and weather with a 
load of over 800 Ibs. per car. Stock sets 
of Raybestos brake lining showed no per- 
ceptible wear at the end, indicating, says 
Raybestos, a projected brake-lining life 
of 42,500 miles. 
* 

Johns-Manville is running heavy spot- 
radio advertising to promote its “wheel 
of Safety” service centers. Program urges 
complete safety check-ups, selling not 
only brake service but other wheel serv- 
ices as well. ° 

% 

Standard of California’s present policy 
for both new and remodeled stations is 
to provide four times as much tire-stor- 
age as formerly, and to assign a specific 
area for a stationary tire changer. 

* 

Now that Barrett Equipment has been 
acquired by the John Bean Div. of FMC 
Corp., the Barrett brake school in St. 
Louis has been expanded to cover wheel 
alignment, wheel balancing, and front- 
end work. 


TBA People... 





Harold B. Harris 
has been named 
general sales man- 
ager for Union 
Carbide’s antifreeze 
products. He has 
been manager of 
antifreeze distribu- 
tor sales since 1957. 
With Union Car- 
bide for the past 
25 years, Harris 
joined the company 
in Minneapolis in 
1936. 

+ 

Dennis P. Esser, former eastern divi- 
sion sales manager, has been named as- 
sistant to Harris. John H. Pinkham, pre- 
viously southeastern division manager, 
succeeds Esser as head of the eastern di- 
vision. Bruce E. Kirksey, former district 
representative in Atlanta, succeeds Pink- 
ham. 

Robert G. Dow, 
popular piano play- 
er, former account- 
ant, and currently 
TBA supervisor for 
Tidewater’s eastern 
division, is the new 
eastern chairman 
of the Oil Industry 
TBA supervisor for 

He entered the 
oil industry as an 
accountant at Tide- 
water’s Boston of- 
fice, but after 13 

fice, but after 13 years asked for a trans- 
fer to sales. As a TBA manager he doesn’t 
agree with the theory that service stations 
will inevitably go the way of grocery 
stores to fewer and much larger outlets. 








| 


He thinks the addition of TBA and minor 
repairs gives the station just the diversifi- 
cation it needs for stability. 

As a piano player, Bob Dow not only 
recalls every tune he ever heard, he’s 
willing to play any or all of them on a 
moment’s notice. Answering a frequent 
question, he says, yes, he really studied 
music once. 


Myron A. Frank has been named au- 
tomotive-chemicals product manager by 
Dow Chemical Co. He succeeds John P. 
Strouss, recently named chemicals district 
manager in Dow’s New York office. Frank 
has been with Dow since 1951, originally 
in the Chemicals Technical Service and 
Development Dept. 





Tires-Batteries-Accessories 





John S. French 
is general manager 
of Ford Motor 
Company’s new 
Motorcraft Divi- 
sion, formed to 
take over the re- 
placement parts 
marketing organi- 
zation recently ac- 
quired from Auto- 
lite. French was 
with U. S. Truck, 
Procter and Gam- 

ble, General Motors, and Boeing prior 
to joining Ford in 1947. He became 
manager of fleet sales, and most recently 
was general manager of the hardware 
and accessories division. 





MAN ALIVE, 
ALL FIVE! 


ADIATOR RU 





GET AN EXTRA 


discount on any or all of 
these Mac’s radiator products 
during July, August and 
September, the year’s hottest 
selling months! (Offer covers 
retail sizes only, expires 


Sept. 30, 1961) 


MAC’S SUPER GLOSS CO., INC. 


Los Angeles 42, California + Cincinnati 26, Ohio 
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THE HT-900 


i 
* NO SPECIAL SCHOOLING- | 
* WHY PAY MORE? 


A full year guarantee backs 
this first practical portable 
tune-up center. It is entirely 
self-sufficient — has no bat- 
teries, chargers or permanent 
hook-ups. Equipment in- 
cludes Herbrand’s “controlled 
output” Timing Light, Coil- 
Condenser Tester, Generator- 
Regulator Tester, Combina- 
tion Dwell-Tach, Compres- 
sion Gauge and Adaptors, 
Remote Starter Switch, plus 
a Vacuum and Fuel Pump 
Gauge. The professional cab- 
inet even has three drawers 
for ignition parts, starters 
and generators. 


See it—make your own test. 
Ask your jobber. 
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Premiums 





WHAT’S 
NEW 
IN 
PREMIUMS 





KITCHEN SHEARS has one serrated blade. 
Notches and a hook on the handle per- 
mit the tool to be used as a bottle and 
cap opener. Ordered in quantity, the unit 
price is 60¢. Burns Manufacturing Co., 
1208 E. Water St., Syracuse, N.Y. 


LITTER BAG is made of colorful vinyl. 
Measuring 612x9 in., it can be hung on 
the car door. Sales message can be im- 
printed. Unit price is 15¢ in orders over 
1,000. Marvin Tabak Co., 105 W. 47th 
St., New York 36, N.Y. 


FLEXIBLE RECORDS are made of plastic 
4/1000 of an inch thick. They are made 
in all speeds and are 7 in. in diameter. 
Colors are transparent, black, white, red, 
yellow, and blue. Unit price in orders 
of 5,000 is 5%¢, plus initial recording 
charges. Rank Audio Plastics, 25 W. 
56th St., New York 19, N.Y. 


DISH TOWELS are made of Irish linen 
in a colorful banded pattern. Unit price 
is $1 for a set of four. This includes han- 
dling and mailing. Around the World 
Shoppers, 829 Newark Ave., Elizabeth, 
N.J. 


ASH TRAYS are printed with state maps 
showing the points of interest. The trays 
are made of enameled steel printed in 
black and green. Price is $4 per dozen. 
National Toleware Inc., 215 E. 44th St., 
Bronx 51, N.Y. 
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Here in sculptured stainless steel, shining chromium and brilliant enamel 
is a new fifty-two inch package of island sales appeal. Here is the hand- 
somest piece of gasoline merchandising equipment you ever saw. A 
powerful point-of-purchase gallonage builder in sunlight or shade, an 
equally powerful customer magnet when evening falls and fluorescent 
light gleams through its broad, glass brand panel. Here is the ultimate 
in pumps, built to serve well and sell hard. Write for full information. 
Gilbert & Barker Mfg. Co., West Springfield, Mass.; Toronto, Canada. 
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The more you have to work with—the easier it is to sell. 
Tenneco gives you more. #“TOTAL GASOLINES.” Both 
Tenneco Regular and Tenneco Premium have the same 
premium additives — the difference is in octane rating. 
‘Total Gasolines’—a quality story that sells. # “TOTAL 
OILS.” Engineered to match Tenneco gasolines per- 
actly to work with the gasoline. Tenneco “Total Oils” 
y twin of Tenneco gasolines. » “TOTAL SERV- 


P 
ty 
a 
er 


ineco supplies all the help jobbers and dealers 
to give fast, efficient service. From training aids, 
to up-to-date information about all cars. ‘‘Total 


= SELLING |S 


ASY 


Service” from selected stations. We pick stations, build 
stations designed to sell. Bright, roomy, clean stations. 
Stations with built-in drive-in appeal. = “TOTAL BACK- 
ING.” Solid sales support. Point-of-sales displays. Traf- 
fic-building promotions. New and daring as Tenneco 
itself. Plus year 'round advertising. = More for you. We're 
new. We're big. We're growing. Grow with us. Get more 
to work with. Get in touch with your Tenneco Repre- 
sentative. He'll give you the full story. Help you grow. 
Keep you growing. » Contact Tenneco: TENNECO OIL 
COMPANY, P.O. BOX 18, HOUSTON, TEXAS. 


TENNECO—SIGNPOST FOR THE SIXTIES 
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Your Guide to the Market 


MONTHLY PETROLEUM STATISTICS e@ SUPPLY/DEMAND e MARKET OUTLOOK e@ MARKET BAROMETER 
PRICES AT REFINERIES AND TERMINALS e@ REGIONAL AND LOCAL TANK WAGON AND PUMP PRICES 





This Month's Highlights 


Supply and Demand: Sales of asphalt and petroleum coke in the United States 
are growing faster than total petroleum demand is. Though they are byproducts 
of refining, they are gaining a place of their own 


Market Outlook: August could be the month when gasoline marketers reveal how 
they will keep their guard up and their prices down in the razzmatazz over nine- 
grade, three-grade, and two-grade blending 


How to Use This Section 


Your Guide to the Market is organized to help you put your finger on the facts 
you need, when you need them. Basically, it breaks down into three parts; trend 
analysis, industry statistics and price information. Here’s where you'll find this data: 


TREND ANALYSIS PRICE INFORMATION 


Supply and demand Market barometer 

Market outlook Key crude oil prices 
Refinery/terminal prices 

STATISTICS Tank-wagon prices 


Petroleum indicators Prices in 55 cities 
State gasoline consumption NPN gasoline index 


ALSO IN THIS SECTION: COMING MEETINGS 
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Petroleum Indicators 








STOCKS NPN PRICE AVERAGES* 


MILLIONS OF BBLS. RTIE WN ere) | aay Refinery /Terminal 
240-4- Dil ay coat ote Sou oe 2 (¢ per gal.) 
220-4 4 July June July 
260-1 GASOLINE * 1961*t 1961 1960 
“4 Gasoline 


1807 
(regular) 11.95 11.84 11.73 

Kerosine 11.06 11.06 10.95 
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MONTHLY PETROLEUM STATISTICS 


Primary stocks (Last Day) July 1961* June 1961 July 1960 
Finished and unfinished gasoline (thous. bbl.) 199,557 200,175 196,021 
Kerosine (thous. bbl.) 29,771 29,837 30,499 
Distillate fuel oil (thous. bbl.) 116,297 111,607 131,044 
Residual fuel oil (thous. bbl.) 48,641 47,454 43,848 
Crude oil—B. of M. (thous. bbl.) 257,429 257,152 242,745 


Refinery Activity 
Crude runs to stills (thous. bbl. daily) 7,954 8,025 8,307 
Foreign crude included (thou. bbl. daily) 1,128 1,023 1,006 
% of refinery capacity operated 80.2 81.0 84.5 


Refinery Output 
Gasoline (thous. bbl. daily) 4,090 4,118 4,306 
Kerosine (thous. bbl. daily) 285 321 360 
Distillate fuel oil (thous. bbl. daily) 1,794 1,761 1,831 
Residual fuel oil (thous. bbl. daily) 747 808 847 


Crude Supply 
U. S. crude oil production (thous. bbl. daily) 6,970 7,037 6,860 
Crude oil imports (thous. bbl. daily) 1,404 915 1,006 


*Through July 7, except crude stocks, July 1. 
Source of Data: API Weekly Reports, except 1960, Bureau of Mines. 


MONTHLY MARKET TRENDS 
Latest Month Previous Month Year Ago 


Exports of crude and refined products (thous. bbl.) 5,595 (April) 5,447 6,747 
Average station gasoline price, ex tax (¢ per gal.) 20.57 (July) 20.25 21.15 
Service station sales—all commodities ($-million) 1,536 (May) 1,460 1,489 
Gasoline consumption (million gal.) 5,216 (March) 4,392 4,929 
Passenger cars—domestic shipment (thous.) 529 (May) 443 597 
Trucks and buses—domestic shipment (thous.) 86 (May) 78 92 
Passenger car replacement tire shipments (thous.) 6,944 (May) 6,444 6,542 
Replacement battery shipments (thous.) 1,325 (April) 1,491 1,545 
Oil burner shipments (thous.) 34.0 (March) 37.7 35.4 
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Supply and Demand 





What's Ahead for Asphalt and Coke 


Can their rate of growth continue 
to exceed the rate for all oil? 


ALES OF ASPHALT and petroleum coke in 

the United States are growing faster than total 
petroleum demand is. Consumption of petroleum 
asphalt gained around 16% from 1956 through 
1960, and demand for coke increased about 50%. 
In the same period, U. S. requirements for all 
petroleum products gained 10%. 

While both asphalt and coke are neecessary by- 
products of modern refining, the volume of each 
is now sufficiently large that they have their own 
status in marketing. And research is steadily widen- 
ing their application. The Bureau of Mines reports 
that asphalt production in 1960 was close to 100- 
million bbl.; marketable coke was more than 26- 
million bbl. More than 50 U. S. oil companies 
produce asphalt in their refineries; more than 40 
refineries produce coke. 

Road paving and maintenance provide the major 
market for asphalt (See chart). Domestic sales, in- 
cluding road oil, were 14,689,269 short tons in 
1960. (The Bureau of Mines conversion factor is 
5.5 bbl. to the short ton.) This was a gain of 1% 
from 1959. There was an over-all gain of 20% 
during the 1956-1960 period. 

The over-all increase in the volume of asphalt 
used in road building and maintenance was less 
than first estimated when Congress approved the 
$41-billion national highway program in 1955. 

The value of asphalt used in road construction 
increased more than 36% from 1951 to 1955, or 
from 8,834,000 tons to 12,072,670. 

The highway program has 11 years to go before 
its scheduled completion. With the impetus the 
Kennedy Administration says it will give highway 
construction, demand for asphalt for highway use 
should increase in the next few years. 

The second-largest use of asphalt is for cements, 
fluxes, and emulsified asphalt in the manufacture 
of roofing products. Sales in this market in 1960 
were 3,525,040 short tons, 17.5% of total sales. 
This was a gain of 7% from 1959. 





Production and Stocks of Marketable 
Petroleum Coke in the U.S., 1955-1960 
(1,000 short tons, Bureau of Mines data) s 
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Year Production Dec. 31 
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1956 3,450 
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ASPHALT SALES, 1955-60 


Requirements for miscellaneous uses of asphalt 
in 1960 were 1,861,400 tons, less than in 1959, 
but 13% larger than in 1956. Among these uses 
are making battery cases, automobile undercoatings, 
waterproofing and dampproofing compounds, floor 
coverings, insulation material, and bases for paints, 
lacquers, and printing inks. 

Marketable petroleum coke is a byproduct of 
various coking processes that refiners have installed 
to convert residual oils into lighter products and 
catalytic cracking stocks. Production of this type 
coke, which is closely akin to demand, was 5,210,- 
000 short tons in 1960. (The Bureau of Mines con- 
version factor is 5 bbl. to a short ton.) The supply 
of marketable coke has increased 51% since 1956, 
in ratio with the addition of coking unit capacity 
at U. S. refineries. 

More than half of the consumption of coke is as 
fuel. Research is turning up many new industrial 
uses for coke, though, particularly in calcined form, 
where the carbon-hydrogen ratio is greatly in- 
creased through high-temperature treatment. The 
largest such use is as carbon anodes in the elec- 
trolytic recovery of aluminum. This application 
used about 1,115,000 tons in 1959, and will in- 
crease as aluminum production in this country 
expands. Other industrial uses are as electric- 
furnace electrodes, carbon specialties, and graphite. 

Economic and physical factors limit the area in 
which asphalt and coke from an individual plant 
can be marketed. Even under these conditions, the 
widening range of uses for asphalt and coke will 
create future market opportunities for many oil 
companies. a 





Market Outlook 





What About ‘Gas Prices? 


es ne nn teat ae os cae 
their guard up and their prices down in the razzmatazz over nine-grade, 
three-grade, and two-grade marketing. Even though product has taken on that 
faded, late-summer look, gasoline retailing will be making the big news in the 
weeks ahead. 

So far, product has had only a so-so summer, even in the more-stable sections 
of the country. Prices stood up fairly well for about six weeks in the interior, 
but over-all, markets never really lost that blotchy appearance from heavy down- 
pressure on retail and wholesale prices in many areas. 

Nagging discounts have bothered gasoline even at its best in June and July. 
The Gulf Coast cargo market still is subject to 0.5¢-gal. discount. And low-cost 
gasoline on interior waterways hurt markets in Ohio, Indiana, Missouri, and 
Kentucky at the peak of the demand period. The Michigan market has been a 
mess much of the year—a situation created when suppliers lost control of their 
product. These refiners found themselves underwriting their own low prices, when 
price-protected gasoline worked its way into the open market from the storage 
of the refiners’ customers. Chicago’s market was steady through all this, but local 
suppliers kept looking apprehensively at the nervousness all around them. 


August prediction: The Charlotte war will grind on. Nobody expects any early 
settlement in this fight. Both three-grade marketers and two-grade marketers are 
determined not to let Sun sweep the price field with its nine-grade pump. Sun’s 
major-brand competitors don’t like the idea of having their regular-grade gaso- 
lines undercut. 


Super-Premiums May Be Superfivous 


Watch the three-grade gasoline marketers for new developments. Gulf has had 
some second thoughts about its Gulf Crest. The second thoughts concern market- 
ing top-grade premium gasoline in price-conscious areas. As in San Antonio, 
the company is expected to begin marketing “Gulftane” (lower-priced, lower- 
octane regular) in other cities. Humble denies it, but there are reports that Golden 
Esso and Golden Enco pumps might be converted to a lower-octane regular. The 
company’s five-year trial of marketing super-premium has been disappointing. 
Expecting (or hoping) for as much as 20% of its gallonage to go through its top- 
grade pump, it has realized something closer to an unrewarding 7%-8%. The 
super-premium marketers are beginning to recognize that they can’t fight the effect 
of the compact cars. 


Key Crude Oil Prices (as of July 15) NPN Gasoline Index 


pet = Avco-oegg Dealer T.W. Tank Car 
— 31 gravity ; (cents per gal.) 
West Texas sour, 36 gravity ...... 2.79-2.93 July 15 16.31 12.44 
Mid-Continent . 
Oklahoma sweet, 36 gravity ...... 2.69-2.97 Month earlier 16.26 12.60 
Williston Basin Year earlier 12.70 
North Dakota, 36 gravity ........ 2.47-2.87 
Pennsylvania 


SE Ne De eS sie Me LE 4.80* Dealer index is an average of dealer tank wagon 


nada 
Alberta prices ex tax in 50 cities. 
Pe NE eee es 2.38 
Venezuela 
Tank car index is weighted average of following 


wholesale markets for regular-grade gasoline, FOB 
Persian Gulf, FOB Ras Tanura refineries or terminals: Oklahoma, Chicago District, 

Arabian, 34 gravity ............+.+.. 1.80 California, Philadelphia, Jacksonville, Boston and 
*Correct for May 15 and June 15 also. Gulf Coast. 
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Market Barometer 





REGULAR GRADE 


REGULAR GRADE 
GASOLINE 


CENTS PER GALLON 
CENTS PER GALLON 


~ YEAR 53 55 57 59 J Bis ti as YEAR 53 55 57 59 JFMAMJJASOND 
1961 


¢ 
& * & 
a g 
Ss 8 


1.20 1.20 
1.00 1.00 
.80 .80 
60 .60 
YEAR 53 55 57 59 sheets oegiades YEAR 53 55. 57 59 oa re 


Average prices for crude oil, and four principal refined - Average prices for crude oil, and four principal refined prod- 
ucts (gasoline, kerosine, light fuel, heavy fuel)—7 nery ucts (gasoline, kerosine, light fuel, heavy fuel)—8 refinery 
markets and 7 crude producing areas, east of California. markets and 7 crude producing areas, including California. 
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Refinery and Terminal Prices 





All prices are supplied by Platt’s Oilgram Price = “ists! 0! decksonvie, Fla. 
Service, NPN’s associated publication. Arrows eo ee No, 2 fuel +2 e10,9-11.2 
indicate upward and downward movement of : 

the price preceding the arrow. Prices as of 


July 17. Last previous listing: June 15. 


e Northeast Texas 

Motor Gasoline == far rvertoun 

ene 90 oct. reg... ....13.25-13.75 
EE 60 oct. & 13 


8 
i 


New Mexico/West Texas 
oth or ese 35-13. BR. -. $4.662-4.746 


sh 11.5 
1045 -11.25 
10.375A-10.875 bunkers. .. .. $2.37 


RRARARAR 
g 
g 


SSSBERVes 


bd 
3 


15.24-16.2 
13.2 * 


eRseses 
RARRRRR 


° Boston, Mass. 

res fF Kerosine, No. 1. .10.6-11.1 
. No. 2 fuel.......9.6-10.1 

Diesel oil, shore 


j 


grade..... ~-12.25-12.75 


ker 
bunkers, .. .. ..$2.53-2.61 
Buffaic, N. Y. 


parccine si’, 12-12.5 
Diesel fue Gah. HSL 9 
a 0. Pers te) © 
aM No. 5 fuel... ..9.15 
9 


11.9Y-12.1 


ae & 
10.9V-11.1 


....-13.3Y-13. 5V 
...12.89-13V 
.-11.9V-12.1 
10.9V-11.1 
es one 
«++ -21.3-22.3 
17.8-18.3 


Paul 
prem.....16.18W-17.18 or more) 
13.43V-14.18 yee od 
18.3--18.8 


3- 
.--$3.41-3.86 
. -$3.23-3.78 
Cleveland, Ohio ~ $3.02 
No. 5 fuel....... 9.9v 
No. 6 fuel.......9.1 
*Delivered 


Distillates & Fuels 


Gulf Coast Cargoes 
41-43 — kero. .9.25-10.25 


fuel 
max 1% sulf.. .$2.45-2.55 


No. 1. .10.9-11.2 
No. 2 fuel.......9.9-10.2 
Diese} 


Okla. Group 3 (Northern a 
99 oct. prem... .14.75W-ii os 
91 oct. reg. 12V-13.% 
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Bunker C, 
bunkers... .. ..$2.52 


Fla, 
.-11.8-12 
11.1 


bunkers... ....$2.71 


Prortéonee, Wt. 

Kerosine, No. 1, .10.6-11.1 

No. 2 fuel. ......9.6-10.1 
oil, shore 


bunkers. ........$2.71 


Savannah, Ga. 
gare, No. 1. .11. Yt 1 


Okla. Seep Gietee shpt. 
42-44 w 
heevosine Meee bans 9.5-10 
58 & above d.i. 
Diesel 


as 8-975, ‘i 
No. t | — Seeeee rey 70 
Northeast Texas 
alae 
-44 wW.w, 


58 & above d.l. 
Diesel......... 9.75-10.5 
-20-2.50 


New Mexico/W. Texas 
42-44 w.u. 


oo. Y 
No. 6 fuel... 


Kansas (for Kan. destinations only) 
42-44 w.w. 
10.375A-10.875A4 


; 9-9.5 
No. 6 fuel. . ... ..$1.90-2.10 


Ark. (For shpt. te Ark. & La.) 
42-44 ww. 


36-40 gravity fuel. 


Californie—Los Angeles Dist. 
Stove dist. 

he 8.25-12 
Diesel fuel 
wt, ee 7.75-11.25 
Light fuel 
PS 300 


PS a0. _$2.10-2.48 


Hi uel 
PS 400. 2... ne $2. 10-2.45 


Tank Truck (400 gal, er” 
oaowe _— 


Stove 
PS 100... . 15.8 
PS 200... 14,3 


August, 1961 * NATIONAL PETROLEUM NEWS 


Refinery and Terminal Prices 





2+ os ae oe ae $2. 50-2. 68 
Tank Truck (400 more 
wai wn. gOS : 


PS 200... — — 14.8 
Pacific Coast 
Ships’ bunkers, or deep tank lots 
ceo Coe Om. 
200... $5.09 


Diesel— . 
Bunker C—PS 
GB svieric mentee 


Seattle, Wash. 
Diesel—PS 200.. .$5.55-5.59 
ome C—PS 


Mexico 
Ships’ bunkers: US dollars per bbi of 
68 liters 


| gg 
Ok =a $5.89 
Seams Gis canquteae 


cam 
Diesel. .... om oo $5.42 
Bunker C.... — $3.20 


Bunker C..... ~ $2.20 


Salina Cruz 
Diesel...........$5.42 
Bunker C...... - $3.20 


Natural Gasoline 


Prices are to bienders on freight basis 
shown: shipments into tank cars or pipe 
lines may originate in any Mid-Continent 
district. Prices on basis of last sale unless 
otherwise designated. 


FOB Group 3 
Grade 26-70 
4.5¢ 


FOB Breckenridge, Tex. 
a 26-70 
¢ 


LP-Gas 


Producers’ net contract prices, tank cars 
‘transport trucks. 


rk 
Harbor 7.3-7. 
a Recas 7.05 

Oklahoma 
Group 3.......2.5-3 
Baton Rouge..... 3.625 


Lubricating Oils 


Western Penna. 
me Neutrals—No. 3 Col. Vis. at 


Bi Guia mou eee 


Mid-Continent 
FOB Tulsa basis, for domestic shipmen 
only, bright stock, vis. at 210° neutrals, 
vis. at 100° 0-10 p.p. 


0-10 p. D.. aeauwee 
Stock—Solvent 

150-160 vis. 

0-10 p.p., 95 vis. .26-27 


Gulf Coast 

Solvent Refined Olls from Mid-Con- 
tinent grade crude: FOB ship at Gulf for 
export. 

Bright Spe ag vis. at 210 

160-160 

0- 10 pt 93 vl. .26-27 


Neutral Olle—Vis. at 100; 86 v.l. 0-10 p.t. 
100 vis..........22.5-23.5 


South Texas 
Vis. at 100° F., FOB S. Tex. refineries for 
domestic and/or export shipment. 


BRSLSE 


SlBR8 
shaseeee 


YPRemn 
> 


ALA 


= 


CSlelelslsrslsz 
Sees se58: 





Tank-Wagon Prices 





Prices for gasoline do not include taxes; they 
do, however, include fees, amounts 
ef which may be obtained by writing to NPN. 
Gasoline taxes, shown in separate column, in- 
clude 4¢ federal, and state taxes; also city and 
county taxes as indicated in footnotes. 


Mobil Oil 


5 


Ot pees te 
yl errae Ts 
° ° 


** Wawennnue: ~~ 


Pawn wnQuwemnnnn’ 
SRB 


fs fs bt bt td ad pt td 
AADIAAAAAR ADH or 


MAI NwWw: Meme wWoOMONNMNNr 
°° oo 
; Nw 








et le eet et et et et bet et et et ee 
SeSSISSSIS: SSeSSoosssssy 
WON R NNR! MWOwwr werner 


1 tt 
ee) 
Anqouwnoooeo o ¥ 


at ht eat toe eet et ent et et © 


i3. 
wane 13. 


city sales ta 


Kerosine tank wagon prices also do not In- 
clude taxes; kerosine taxes where levied are 
indicated in footnotes. Discounts, if any, are 
shown in footnotes. These prices in effect 
July 15, 1961, as posted by principal mar- 
keting companies at their headquarters’ offices, 
but subject to later correction. 


iz 


“(No.2 Fuel) 
T.e Yard 


~ 
$ 
= 


106 
10.5 


meee 
; oo: 


ee 
ee 
oor 
iat 
~—— > 
ann 

il lest <dadestedt dad 

[ @=NN=|—SSS: 

a WOVOwho~i~sH! ~~ 
~~ NNN 
oat Bot aes 
S: SeSaS 


o-=: ree 
wy Now: we 
SoOor COOK mN 
+ Ramm wigpirwanin ° 
sist tt SS 
tirraered 


oe ne Oe ht pet Set ant pel tel + 


See * ee 
oe es 


8 Oe ee eee 
t Sononwns 

et et et tee tee et et Peet PP ee eel th 
: No 


By bh ywediny 2 sales tax. 
Kerosine & Moblinest— ¥¢ it boroeehe) & Mi Vernon, Le. less 0.5¢ for deliveries of 300 gal or more. Mobitfuel Diesel—AM points, tw, less 0.5¢ fer deliveries 


of 800 gai or more. 
Notes: Premium-grade tw. prices 3.5¢ above 


are delivered, all other te. prices FOB bulk terminalia, 


. Jamestown tc. prices 
a-Kerosine, Mobilheat (No. 2) and Mobil Special (No. 4) are subject to 0.5¢ seasonal allowance. 


Atlantic 
Refining 


Phitadeiphia, Pa. 


4 
*§ 


eensburg 
Wilmington, Det 


Ce  rtertartarterteatertarteartart 


. onties 7 
DARD sss wn 
Ce ertertartor! — 
BOI HAHs: ‘ Dan 


ee ee 
yey tated aT tl lett _t-t-t-t-t-t-t-t tT] 


eet pt et et et See ee 


ron 
om: 


a—State and federal taxes only. : 
b—Fair-trade minimum service station price 
¢—Fair-trade minimum service station price 


PORROR.. witiicnmmmwnnummaunmuwadm. . Cat 7.81 
Motes: Premium-grade tw. prices 3.5¢ above r t. Kerosine-Penna, add 1 for 

Lay deiveres se 10 en ton tne. Camdennad If tor deliveries of 100.289 gat, 
*Prices subject te 0.5¢ ga! seasonal discount except Charlotte, 0.4¢ gal seasonal 


**Prices subject to 1¢ gal seasonal discount. 


154 











: RHAHAGARIS SAGAS: : : 
+ BONVOCOWRD owe: :: ws 
BEBIZONSS 


at et et et 


bt SRE PEL EEO I NE ee 























RARARSHGARS: : 
tate te te te ee Se 


O20 Oe ee wees eeree wees ee ee ee 


Baltimore, Md. 
Washington, D, C. 1,050 gai minimom, 2. oe ae eee ee 


Notes: Kerosine/No. 1—Atiantic and Newark 
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Standard of Ohio 


af 
Sei 

iff 
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rod 
mwneewewounuan 


eo 





ee ee ee 
BSBanSsaie 4 
me Ot et 
Ss 
So 
lk nell cee semaine eel aun somal 
PAHAAHHAHH 
RRAERRE RS 


uroe, S. D. ‘9 

“a 63 

(a) See below for prices on Ia sieidtinen . 14.9¢ for 7: Zanesville. .......... 9 16.5 
rger q pommel Lay lor 00 gut 8 over. an 


Notes: Kerosine, Nos. 1 & 2 Fuels—Prices are for 100 gal or more; for 50-99 gal, add 
t00-308 rd 1-149 760-1400 4 0 al viaee 1g, 149 gal add 24. Premium-srade prices: consumer Lw. & $.S. 4¢ above regula, 
te. 80. Os Oe ke es oe — a es iat ter 
urnace Ofl 


too.14 ‘0 460 gal 1 gal Standard 
of California 


oe egy POtl....ccmecman 16.9 16.2 15,7 


eee mem me om i5-i 


Taxes: St. Louis +7} tax ee te ‘city tax. Des Moines kerosine & furnace 
s eit sales, occupation, consumer & use taxes to 
Discounts: 


rown ‘tw. prices at 
cuanty de Pp some wei subject to varying discounts for 


MB. Established tank wagon prices are shown 
Some temporary prices may be in effect in one f= more localities. 
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Chevron 
(Regular) 


San Francisco, Calif. 
Angeles 


: ee 

: SASS 

> Owe 
a 


ell nell coal mel eel omelet eel 
ADAAD AN Se oh 


Texaco ie? 
14.7* 


Salt Lake City, i 
~ 


Honolulu, Hawaii. . 
Fairbanks, Alaska. . 
Juneau 29.8 

{There are temporary subnormal prices, all forms of delivery, to all “classes of trade 
other than Chevron Service Station ay arately handled), at 2¢ gal. below prices 
shown, at all points asterisked, except Reno, 1.5¢ gai. lower. Effective July 7, 1961. 


*Standard No. 2 Burner Olt. 
Taxes: Honolulu—Diesel/furnace oll price Is ex 1¢ state tax all prices are ex-Hawallan 
75% wholesale and 3.5% retail. 


er deliveries— 

Chevron (rogular)—Add 400-gal-and-over rp Aadbend 1¢ for om oat 0: , Ot fas ae 

i, except to marine trade in Alaska where 0. jal applies 
fess than 40 gal, oe een Hono Serle tan 40 a nie 
trade and less than 100 gal to shoresid evron Supreme (premium) prices are 
4¢ gal h Aa than Chevron (regular) for rauanty et at all points except Sait Lake 
3 I. a Custom Supreme gasoline is 5.5¢ gal higher than Chevron gasoline 
ere available 
. fo 200-98 A i bap ny cary Kage BY less than 20 gal, 6¢ for 20-199 gal, 

\- al; tank car/truc yen 

wt : fernece & stove oils—Add to 400-gal-and-over price 5¢ for less than 40 gal. 
l¢ = 40-199 gal, 0.5¢ for 
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Port Arthur.. 16.4 
Gasoline taxes: 9¢ 
Notes: Prices are for min. 25-gal. de- 
liveries. Gasoline—Premium-grade tw. 
ces 3.5¢ above regular. Kerosine— 
rices apply to dealers & consumers. 


(Prices are per imperial gal; to arrive at price | one. $s 
Furnace 


| Sy aes 1/6th). 
Gasoline 


eal He Kentucky Standard 
16.05¢ 10.5 Crown Gace. Kero- St. John’s, Nfid.....-... = oa 


eine Halifax, ‘i .  desebeces aemane 
16.05¢ 10.5 Taxes T.W. 
16.05¢ 10.5 ae 10.5 16.6 


ety at ae ht ay" = heme 20 12.0 16.5 
oy de Roswel : 7. 11.0 16.8 
eee Jacksonville, ne ue 


in 
Kerosine No. 2 Fuel 
T.W. 


1 By 
~N 


Lohe 11.0 16.8 
ast han a tng pen * Taxes: Birmingham gasoline taxes in- 


clode 1¢ Jefferson County tax. Kerosine 


yi deduct I¢. 
taxes not included In prices: Georgia 1¢; 
Mississippi 0.5¢. 
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Taxes: Gasoline taxes are provincial taxes. 


Premium-; tw. 3. 
ie ‘ grade t.w. prices 3.5¢ 
higher, 
higher. 


Note: Premium-grade t.w. 5.0¢ regular. 


Note: Current net prices differ above 
urren pol may “Subject to 1¢ gal. allowance. **Subject to 1.5¢ gal. allowance, tSubject to 2.1¢ gal, 


*Consumer price 1.7¢ from those listed because of temporary 
tConsu local conditions, 


mer price l¢ 








€ USE OUR FAST, EASY-TO-READ 
PETROLEUM CALCULATOR CARDS 


ONE RATE ON A CARD. CARDS AVAILABLE FROM .07 TO .351 IN 1/10c STEPS ONLY 
EACH CARD SHOWS 1 TO 999 GALS. GALLONS PRINTED IN RED, PRICES IN BLACK 


New Feature: 1000 to 9000 GALS. in 1000 STEPS. [FREE Dese on Request 
Ve ining 
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Gasoline Prices for 55 U. S. Cities 


Dealer tank 
in 55 representative 


+e prices for regu 


ee 
Newark, Shia: 


Washington, Th, Ts aminiioddn 
Charleston, W. Va 


Jacksonville, Fla. 
Birmingham, Ala 
Jackson, Miss... .. 
Memphis, Tenn.. 
Louisville, os : 
Cieveland, Ohio. 
Cincinnati, Ohio... . 
indianapolis, Ind 
Chicago, 


a! 
U. S. cities on duly 1, 1, 196188 


r-grade (house-brand) gasoline, and taxes 


compiled by Platt’s OILGRAM Price 


Tax 
(ine. 4¢ Station 
fed.) (incl. tax) 
30.82-i 
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Service are shown below. Figures are in ¢ per gal; (1) and (d) Indicate increases or de- 
= as compared with jue 1, 1961. Tax col. indicates only motor fuel taxes levied as 


Ht 


Service 
Station 

(ex tax) 
22.90- 
20.40 


(ect a 
fed.) 
10.00 
9.00 
10.00 
10.00 
11.00 
10.00*** 
8.50 


se 
28 


88 


Omaha, Nebr... 
Des Moines, ia. 
St Louis, Mo 


8 esss esse 


a 


Albuquerque, N. M 
Denver, Col 
Cheyenne, Wyo. 
Great yond ont. 
Boise 

Salt bane chy, Utah 
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Phoenix, Ariz 

Los Angeles, Calif 
San dee my Calif. 
Portland 

Seattle, Wash. a 
Spokane, Wash...... 


say 
ss 


te 


*includes 0.5¢ city tax. **Includes 1¢ city tax. ***Includes 1.5¢ city tax. 





GAS VENDOR is a complete 
system of accurate controls for 
self-service, coin operated sales 
of motor fuels. Separate from 
gasoline pumps except for at- 
tachment within pumps of an 
UL approved switch. Electrical 
components are warranted for 
ninety days. 

Vending mechanism enclosed 
in maximum security case, one- 
quarter inch welded steel piate 
and a pick-proof lock. A bur- 
glar alarm is incorporated 
within the unit. 

Gas Vendor will operate any 
one, or two, electric pumps (old 
or new) equipped with a 
Veeder-Root computer. Cus- 
tomer selects hi-test or regular 
gas with switch mounted on 
Vendor. Pumps may be oper- 
ated in conventional manner 
by an attendant; switch is pro- 
vided inside of case. 


National slug ejector safe- 
guards equipment from slugs. 
System will sell as little as 5¢ 


and accepts nickels, dimes, 
quarters and halves in any 
combination. B-1 Standard 
Model total deposit $2.65, or 
X-2 Model $5.30. May be sup- 
plied to accept only quarters 
and halves at no extra charge. 
Gas Vendor standard color is 
red; other colors on special 
order. Each unit is custom 
built and tested; delivery time 
two weeks. 


SUSSEX ELECTRONICS, INC. 


P. O. Box 430 
Represented in Va., W. Va., Del., 


Georgetown, Del. 
Md. & D. C. by PUMP & TANK 


CO., INC., Richmond, Va. Other sales territories open. 





Take the whole family 
everywhere - economically 


NPN’s annual mid-May FACTBOOK issue is the 
ideal medium in which to present your whole prod- 
uct line to oil’s marketing management. The Nation- 
al Petroleum News FACTBOOK is oil marketing 
management's first information source. They keep it 
handy the year-round; refer to it constantly. 

Supplement the FACTBOOK’s directories of oil 
marketing equipment and TBA sources with your 
own company’s illustrated and detailed product di- 
rectory. The FACTBOOK will keep it on buyers’ 
desks the year around and bring it to their attention 
throughout the year. 


Oil Marketing's Reference Information Annual Published in Mid-May 


“FACT 
attr ~ BOOK 


330 West 42nd Street, 
New York 36, N. Y. 
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Gasoline Consumption by States February, 1961 





























(Gallons) 
First 2 Months ——_——_—— % ————— February —____—_. % 
1961 1960 Changet 1961 1960 Changet 
153,949,000 150,724,000 + 3.9 74,527 ,000 74,101,000 + 4.2 
9,030,000 10,122,000 — 9.5 4,116,000 4,998 ,000 —14.5 
84,602,000 82,938,000 + 3.8 40 ,867 ,000 41,491,000 + 2.0 
88,623,000 $1,370,000 +10.8 47,374,000 42,183,000 +16.3 
945,217,000 912,870,000 + 5.3 462,894 ,000 457,114,000 + 4.9 
102,167,000 97,485,000 + 6.6 49,370, pon] 47,994,000 + 6.5 
116,486,000 114,656 ,000 + 3.3 56,246 ,000 56,502 ,000 + 3.1 
27 ,066 ,000 28,677,000 — 4.0 13,225, ‘000 13,743,000 -— 04 
31,034,000 32,159,000 -1.9 14,819,000 15,739,000 — 2.6 
323,113,000 327,561,000 + 0.3 159; 143,000 164,092,000 + 0.5 
soerets. 201,855,000 204,130,000 + 0.6 97,671,000 100,582,000 + 0.6 
Hawaii, . 35,576,000 30,971,000 +16.9 17,382, 15,423,000 +12.7 
: Idaho... 35,410,000 34,098, + 5.6 16,870,000 16,728,000 +45 
444 ,244 ,000 435,153,000 + 3.8 213, 657, ‘000 213,025,000 + 3.9 
252,387 ,000 259,911,000 — 1,2 121 ‘657, 000 128,257 ,000 — 1.8 
165,251 ,000 158,582,000 + 6.0 85,570,000 73,234,000 +21.1 
155,476,000 145,917 ,000 + 8.3 75,528 ,000 71,762,000 + 9.0 
129 ,606 ,000 +862 ,000 + 0.7 62,572,000 62,493,000 + 3.7 
: 140,928,000 140, 106 ,000 + 2.3 69,303 ,000 71,092 ,000 + 1.0 
46,458 ,000 45,732,000 + 3.3 22,441,000 22,372,000 + 3.8 
135,700 ,000 137,839,000 + 0.1 66,858,000 68,029 ,000 +1.8 
212,617 ,000 215,189,000 + 0.5 103,182,000 105,920 ,000 + 0.9 
388,220, 393,915,000 + 06.2 187 ,661 ,000 196 ,613 ,000 - 1.1 
176,085,000 180,918,000 — 1.0 84,508 ,000 89,209 ,000 -—1.9 
94,854,000 98,317,000 -— 1.9 43,583 ,000 45,234,000 — 0.2 
249,215,000 246 ,510 ,000 + 2.8 121,091,000 122,069 ,000 + 2.8 
39,647 ,000 36,964,000 + 9.1 21,857 ,000 19,790,000 +14.5 
80 ,628 ,000 76,364,000 + 7.4 38,324,000 36,906 ,000 + 7.5 
22,838 ,000 20,073 ,000 +15.5 11,047 ,000 10,367 ,000 +10.6 
28,068,000 29,240,000 — 4.2 13,730,000 14,502,000 — 2.0 
PN eis nade a Vids Us Fin Uhbasckcs Mab bss sic devaweseoeae 289 ,404 ,000 303,617,000 — 3.1 137 ,890 ,000 150,451,000 — 5.1 
ek gr UUs 6) Cu deh pre eiae ac cock Veewdeedoete edoenas 59,673,000 59,410,000 + 2.1 29,191,000 262, + 3.4 
EE Riess CED Cone ee sGy Teena dea lia aka choccy cteiies 614,876,000 628 ,890 ,000 — 0.6 281,563,000 304 ,738,0u — 43 
MIL 5 os oie dq os lec eager ou cctcic adhe tow ah eedics 214,241,000 228,605,000 — 4.7 99,765,000 118,112,000 —12.5 
SNE ents oa bibs aC Peden eis ROP secha Goa chals voead bes d 36,919,000 37,048,000 + 1.5 17,801,000 18,493 ,000 — 0.3 
Td Cbs TL ev aie was GuReh ae ycha ed bo06 deel eee oa whne dk ve 483,171,000 486 ,435,000 + 1.0 225,135,000 237 ,7. 9,000 -1.9 
Ne 5 0S retro bh SURE N ee Su askin opin hese eekan eben vg bale 166 ,336 ,000 172,060 ,000 — 1,7 ,930 ,000 $6,313, -— 1.7 
a vanae acecces 394, 93,241,000 + 7.3 +904 ,000 47,201 ,000 + 0.7 
Pennsylvania 457 ,884,000 476,915,000 — 2.4 221,417 ,000 234,522 ,000 — 2.2 
ode Island 36,154, 37,699 ,000 — 2.4 16,907 ,000 18,250 ,000 — 4.0 
South Carolina 109,821,000 109,898,000 + 1.6 52,930,000 53,557 ,000 + 2.3 
uth Da bed 43 ,517 ,G00 43,243,000 + 2.4 21,178,000 20 ,850 ,000 + 5.1 
MGs be’ $5 RUA DS SORT Celis ova nuabeeheias pe 187,724,000 177,774,000 +7.4 82,088 ,000 85,687 ,000 — 0.8 
Mh ht avn iataen adds etecubebcvnk (00 bedi Bue he ros vc CkBbs 692,258 ,000 685,458,000 + 2.7 339,501,000 342,906 ,000 + 2.5 
SSA Ais bi ndie ta Gaeeaxsbinds }senienésbbbne kd waxde’s kacavdnes 55,004 ,000 48 ,864 ,000 +14.5 26,126 ,000 24,612,000 +10.0 
INS <.oihsucktaie seks cdeens Ki.coded satis dis cdabaleeghdves 18,163,000 17,900,000 + 3.4 8,798 ,000 8,622,000 + 5.7 
Si ib; 5 + CC Gutee Fela cv ods Act vdeeke sea Seh Ueki ccrpinewecd 184, 106 ,000 196,273,000 — 46 88,701,000 96,935,000 — 5.2 
Washington. Pe Siha Gavtnbh eet es Rapaiaene he kackheccnadnal is ct paced 169 ,506 ,000 176 ,548 ,000 —2.4 85,841,000 88,962,000 - 0.1 
PERS 5 Vi cul cusgilcxss idubetnsse cl chckbenasssieeceanecce 67 ,503 ,000 70,322 ,000 — 2.4 31,727 ,000 38,448 ,000 —14.6 
RL Leica tinp hab edens Chih stile sabidiedbpenie ce tvasseeeks 186 ,028 ,000 179,857 ,000 + 5.2 88,852,000 89,287 ,000 + 3.1 
ME Ds sdcekicn eens’ + \agtand bo xo Vans shaee teed cawkaee dave 22,132,000 21,679 ,000 + 3.9 12,323,000 12,373,000 + 3.0 
Total 50 States and District of Columbia................... ccc ceee 9,109,164 ,000 9,111,089,000 +1.7 4,392,641 ,000 4,508 ,904 ,000 + 0.9 
+ Percent changes are on a ay! average basis. 
Source: American Petroleum Institute. 
‘ 
: Marketer of Petroleum Products 
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Coming Meetings 





AUGUST 


New Mexico LP-Gas Assn., annual meet- 
ne. Western Skies Hotel, Albuquerque, Aug. 


Idaho LP-Gas Assn., Nevada LP-Gas Assn., 
and Utah LP-Gas Assn. annual meeting 
and trade show, Newhouse Hotel, Salt Lake 
City, Aug. 20-22. 


Florida LP-Gas Asm. annual 
Hotel Robert Meyer, Jacksonville, Aug. 24- 
26. 


SEPTEMBER 


Michigan Petroleum Assn., Grand Hotel, 
Mackinac Island, Sept. 8-9. 


Oil-Heat Institute of New England and 
New England Fuel Dealers Assn., annual 
convention, Equinox House, Manchester, Vt., 
Sept. 10-13. 


Missouri Petroleum Assn., annual fall 
sey Columbia Country Club, Columbia, 
11. 


North Carolina LP-Gas Assn., annual meet- 
ing, Sir Walter Hotel, Raleigh, Sept. 12-13. 


API Division of Marketing, lubrication 
committee meeting, Traymore Hotel, Atlantic 
City, Sept. 13. 


National Petroieum Refiners Assn., 59th an- 
nual meeting, Traymore Hotel, Atlantic City, 
Sept. 13-15. 


Georgia Of] Jobbers Assn., Hotel Atlanta 
Biltmore, Atlanta, Sept. 15-16. 


Alabama Petroleum Jobbers Asm. and 
Mississippi Oil Jobbers Assn., annual meet- 
= Admiral Semms Hotel, Mobile, Sept. 17- 


Pennsylvania Petroleum Assn., annual meet- 
ing, Pocono Manor Inn, Pocono Manor, 
Sept. 17-19. 


— Petroleum Marketers Assn., semi- 
meeting, Diplomat Hotel, Hollywood- 
SptaoOen Sak eae 


Perry Hotel and Valleywood Country Club, 
Toledo, Sept. 20-21. 


Intermountain Of] Marketers Assn. semi- 
annual meeting, Challenger Inn, Sun Valley, 
Idaho, Sept. 21 21-22. 


New Mexico Petroleum Marketers Assn., 
annual meeting, Western Skies Hotel, Al- 
buquerque, Sept. 24. 

New Mexico Petroleum Industries Commit- 


tee, annual convention, Western Skies Hotel, 
Albuquerque, Sept. 24-26. 


Empire State Petroleum Assn., semiannual 
fall meeting, Sagamore Hotel, Bolton's Land- 
ing, N.Y., Sept. 24-26. 


Independent Oil 


Compounders Assn., Willa 
Moderne Motor Hotel, Highland Park, IIL, 
Sept. 24-26. 
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Independent Oil Marketers of Indiana, 37th 
annual meeting and trade show, Hotel Sev- 
Colorado Petroleum Marketers Assn., an- 
nual convention, Broadmoor Hotel, Colorado 
Springs, Sept. 28-30. 


OCTOBER 


API Division of Marketing, operations and 
engineering committee meeting, Dearborn 
Inn, Detroit, Oct. 2-4. 


API Division of Marketing, marketing re- 
search committee meeting, Royal Orleans 
Hotel, New Orleans, Oct. 9-11. 


West Virginia Petroleum Assn., annual meet- 
ing, Daniel Boone Hotel, Charleston, Oct. 
11. 


National Assn. of Oil Equipment Jobbers, 
annual convention and trade show, May- 
flower Hotel, Washington, D. C., Oct. 15-17. 


American Petroleum Credit Assn., 37th an- 
nual meeting, Shamrock Hilton Hotel, Hous- 
ton, Oct. 15-18. 


neers, lubrication conference, Hotel Morri- 
son, Chicago, Oct. 17-19. 


Packaging Institute, 23rd annual national 
packaging forum, Biltmore Hotel, New York 
City, Oct. 18-20. 


South Dakota Independent Oil Men’s Assn., 
annual meeting, Charles Gureney Hotel, 
Yankton, Oct. 18-19. 


Tennessee Oil Men’s Assn. annual mect- 
ing, Andrew Jackson Hotel, “Nashville, Oct. 
21-24. 


North Carolina Oil Jobbers Assn., annual 
meeting, Grove Park Inn, Asheville, Oct. 
22-25 


Nebraska Petroleum Marketers, annual meet- 
ing, Sheraton-Fontenelle Hotel, Omaha, Oct. 
24-25. 


Association of American Battery Mann- 
pr lar scaadearacaad 


Independent Petroleum Assn. of America, 
Shamrock-Hilton Hotel, Houston, Oct. 29- 
31. 

National Lubricating Grease Institute, 29th 
annual meeting, Rice Hotel, Houston, Oct. 
29-Nov. 1. 


NOVEMBER 


Petroleum Packaging Committee, Packag- 
ing Institute, Fort Shelby Hotel, Detroit, 
Nov. 6-7. 


Society of Automotive Engineers, national 
fuels and lubricants meeting, Shamrock 
Hotel, Houston, Nov. 9-10. 


National Oil Jobbers Council, Hotel Morri- 
son, Chicago, Nov. 9-12. 


American Petroleum Institute, 4ist annual 
meeting, Conrad Hilton Hotel, Chicago, 
Nov. 13-15. 


Society of Independent Gasoline Marketers 
of America, annual meeting, Pick-Congress 
Hotel, Chicago, Nov. 12-14. 


American Society of Mechanical Engineers, 
annual winter meeting, Statler Hilton Hotel, 
New York City, Nov. 26-Dec. 1 


DECEMBER 


Oil Industry TBA Group, international 
section, Chase-Park Plaza Hotels, St. Louis, 
Dec. 3-5. 


Interstate Oil Compact Commission, an- 
nual meeting, Denver Hilton Hotel, Denver, 
Dec. 4-6. 

The Asphalt Institute, Hotel Shoreham, 
Washington, D. C., Dec. 4-7. 


JANUARY 1962 


Kentucky Petroleum Marketers 
36th annual meeting, Brown Hotel, Louis- 
ville, Jan. 16-18. 


First Listing 





Hilinois Petroleum Marketers Assn., 
University of Illinois, Robert Allerton 
Park, Monticello, Sept. 10-13. 


Pacific Oil Conference, University of 
Oregon, Eugene, Ore., Sept. 14-16. 


National Tank Track Carriers, tank 
truck school, Purdue University, La- 
fayette, Ind., Sept. 18-21. 


Louisiana Oil Marketers Assn., Louisi- 
ana State University, Baton Rouge, Oct. 
5-7. 





MANAGEMENT INSTITUTES 


Pennsylvania Petroleum Assn., Phila- 
delphia, Oct. 15-17 (place unknown at 
publication). 


Georgia Oil Jobbers ag Center 
for Continuing Education, U 
of Georgia, Athens, Oct. 18-20. 


Florida Petroleum Marketers Assn., 
Langford Hotel, Winter Park, Oct. 
23-26. 


Seminar in Retailing for Petroleum 
Executives, fall session, NYU School 
of Retailing, New York City, Oct. 23- 
Nov. 3. 
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Lincoln service centers carry complete stocks of Lincoln 
lubrication equipment and parts. Their service mechanics 
are graduates of Lincoln’s service school. They use Lincoln 
testing devices and tools for fast, efficient repair and re- 
placement work. And while your equipment is in the shop, 
“Loaner Pumps” enable you to carry on “business as 
usual’’. Call the Lincoln Service Distributor in your com- 
munity. Buy Lincoln products—backed by real, honest-to- 
goodness service. 


ENGINEERING CO. (Canada) Ltd. 


411 BIRCHMOUNT ROAD, SCARBOROUGH, ONT. *DIVISION OF THE McNEIL MACHINE & ENGINEERING CO. 





Nylon 


is fine 


or stretch leotard 
but not for 


no-stretch 


truck tires! 


/ VALK exon TIRES ARE AFFECTED LESS BY HEAT STRETCH THAN 
NYLON! THEY ACTUALLY GIVE 33% LESS GROWTH THAN NYLON ... MORE 
HEAVY DUTY MILEAGE ... EASIER MATCHING ON DUAL MOUNTS! 


It’s easy to keep your truck customers happy with 
the outstanding benefits of TYREX rayon tires. Un- 
like nylon, TYREX rayon tires never develop serious 
“theat-stretch”’ when high speed builds up heat. Costs 
stay low, profits stay up. Here’s how TYREX rayon 
cord beats nylon: 


TYREX INC., Empire State Building, New York 1, N. Y. 


40.2% MORE MILES—In continuing Texas fleet tests, 
TYREX rayon tires have left nylon (in the same general 
level range) far behind in tread wear. 


LESS GROOVE CRACKING— Less growth means less groove 
cracking—a major cause of separation and loss of car- 
casses for recapping. 


TYREX (Reg. U.S. Pat. Off.) is a collective trademark of TYREX Ine. for rayon tire yarn and cord, 
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“Don't let 
nylon stretch 

cost you 
customers!” 


KEEPS MORE STRENGTH as tire heat soars. 


Make sure your customers know about these big T'yREXx 
rayon cord advantages. It will mean lower tire costs and 
greater safety for them . .. and profitable long-term 
repeat business for you. 


® 


TVRLA 0 


AVOIDS NYLON STRETCH! 


TYREX rayon tire yarn and cord is also produced and available in Canada, 
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RAY SMITH ASSOCIATED CO.'S SWITCHING TO TYREX RAYON 
TIRES. The fleet on which the above mileage tests are being 
made includes 383 tractors, 505 trailers that haul cement. 
Amazing test results have them switching! 





John D. Rockefeller ran his Standard 
Oil secretively and as he saw fit to 


Jersey Standard’s M. J. Rathbone is 
one of today’s new breed of oil men 


The Breakup of Standard Oil 





How the Oil Industry Has 


HE OLD Standard Oil Co., in its day one of the 

biggest business organizations ever assembled, 
was broken up by court decree in 1911 into about 
34 pieces. Fifty years in retrospect, this breakup 
marked the end of monopolies, but it did not mark 
the end of bigness. 


Four of Standard’s surviving companies have 
grown much larger than the parent. Before disso- 
lution, Jersey Standard had gained control of about 
90% of the nation’s oil business—a monopoly by 
any standard. And it was big: its assets totalled 
more than $860-million. 

But today, just one survivor—Standard Oil Co. 
(N. J.)—is worth more than $10-billion, nearly 
12 times more than the original company. Three 
other offshoots are also far bigger: Socony Mobil 
Oil Co., ($3.4-billion), Standard of Indiana ($2.9- 
billion), and Standard of California ($2.8-billion). 


How the Markets and Men Differ 


This phenomenal growth came with the begin- 
ning of the gasoline era in 1909 when Ford began 
mass-producing automobiles. Before the dissolution, 
the main product of oil companies was kerosine 
for illumination and heat. In 1910, 11-million bbl. 
of kerosine were sold. Gasoline was a byproduct 
that was often thrown away because there was no 
use for it. 


By contrast, in 1960 gasoline sales were 1.5- 
billion bbl. Kerosine volume, representing only 
4.5% of refinery yield, was 135-million bbl. 

The dominant oil men then and now are different, 
too. 

Chief among the men at the old Standard Oil 
was John D. Rockefeller, the man who in the public 


mind was Standard Oil. He was the Horatio Alger 
hero in real flesh, the poor boy who became rich— 
but who ended up as the villain of the piece, not 
the hero. 


Rockefeller assembled a group of managerial 
giants, among them his younger brother William 
(see page 166), but he ran the company as he 
personally saw fit. He had few compunctions about 
destroying anyone who stood in his way, and had 
no concern about public opinion. 


A flinty, cold man with few humanly endearing 
traits, he was in touch with every detail of the 
business. “Innovator, thinker, planner, bold entre- 
peneur, he was above all an organizer—one of the 
master organizers of the era,” said historian Allan 
Nevins. 


His present-day counterpart could not get away 
with operating as Rockefeller did, even if he wanted 
to. The laws of the land—and public opinion— 
would not permit it. 

Instead, as personified by men like Jersey Presi- 
dent M. J. Rathbone, he is a genial man with a 
sharp mind who leads—rather than runs—his com- 
pany to suit his many stockholders and the public, 
not just himself. He is a lot less widely known 
than Rockefeller, and a lot less hated—if he is 
hated at all. 


How Standard Grew 


The Standard breakup marked the end of 40 
years of free-wheeling industrial expansion that set 
the pattern American industry followed in the years 
after the Civil War. Rockefeller’s vertical integra- 
tion was emulated by other business leaders. 

In 1858, when he was 19 years old, Rockefeller 
entered the produce commission business in Cleve- 
land with a partner, M. B. Clark. They prospered, 
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Kerosine for home use was the main product of the old 
Standard Oil. Wagons marketed it from house to house 


Modern service stations supply the outlet for the oil 
industry’s major product of today, gasoline for cars 


Changed in Fifty Ys 


and when the opportunity arose in 1862, they in- 
vested in a new oil refinery started by William 
Andrew. By 1865 the oil business looked so prom- 
ising to Rockefeller that he sold out his share of 
the produce business and concentrated on oil. 


Oil was booming. Edwin L. Drake’s successful 
well at Titusville, Pa., in 1859 triggered an explo- 
sive surge of oil drilling and production in Penn- 
sylvania. Where in 1858 men produced oil by 
skimming it off the top of pools of water, the coun- 
tryside was by the 1870’s dotted with oil wells. 
The United States had one oil well in 1859, 3,737 
in 1869, and 18,634 in 1880. 


Competition to refine the oil produced by the 
Pennsylvania Oil Regions was deadly. New York, 
Philadelphia, Pittsburgh, and Cleveland were refin- 
ing centers, in competition with refineries that 
sprang up in the oil regions. By 1870 Cleveland 
was the largest refining center, and Rockefeller was 
the largest single refiner there. 


In that year the company was incorporated in 
Ohio as The Standard Oil Co. Its operations and 
prosperity burgeoned as it became a nationwide 
complex of producers, refiners, pipeline companies, 
and marketers. By 1882 it controlled 40 separate 
companies, representing about 75% of the U. S. 
refining capacity and 90% of the pipeline facilities. 

It was through control of the transportation 
facilities that Standard Oil managed to control the 
industry, for it had direct control over little of the 
oil production. But it owned so many of the pipe- 
lines and had preferential agreements with so many 
railroads that few could compete successfully. They 
just couldn’t move the oil. 


The Standard Oil partners, of whom there were 
then nine, decided in 1882 they could operate most 
efficiently if they entered into a trust agreement. 
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The Standard Oil Trust continued to expand by 
creating new companies and absorbing others, but 
its methods aroused the public. Standard used 
tactics which are illegal now, though some of them 
were legal then. It got rebates on its freight rates 
from the railroads, it forced smaller competitors to 
sell out at a loss or be forced out of business, 
it sold below cost to ruin competitors, and it got 
the railroads to use the drawback, that is, pay 
Standard a percentage of the freight rates paid by 
Standard’s competitors. 


The Government Steps In 


The federal and state governments reacted to 
public protests by enacting laws designed to limit 
Standard’s operations. The Sherman Antitrust Act 
in 1890 came largely as a result of public concern 
with Standard’s operations. 


In 1892 the State of Ohio sued Standard on the 
grounds that the original Ohio charter granted the 
company did not allow it to operate under the 
trust agreement. The partners abandoned the trust 
arrangement, and set up a group of holding com- 
panies. In 1899 Standard Oil Co. of New Jersey 
became the primary holding company, because of 
New Jersey’s loose laws governing corporations. 

Despite the corporate reorganization, the federal 
government in 1906 sued under the Sherman Act 
to force Jersey Standard to give up its holdings in 
subsidiaries. It said the Standard refined more than 
84% of the crude treated in the United States, 
produced more than 86% of the country’s illumi- 
nating oil, held 86% of the export trade in illumi- 
nants, controlled 88% of the sales of illuminating 





AT LOCKHEED A/R TERMINAL, INC. 





Long journeys begin with a few feet of H-R hose 


Lockheed Air Terminal, Inc., is a private enterprise venture. 
Unlike most other large airports, it has to make a profit. At 
the same time it must provide the utmost in safe and 
efficient facilities. 

For this reason Lockheed Air Terminal depends exclusively 
upon Hewitt-Robins Aviation Hose for its aircraft fueling. 
For example, more than 2,000,000 gallons a month of both 
AV turbine, and JP fuels pump through H-R hose at Lock- 
heed Air Terminal, Burbank. Both pit refueling and mobile 
units, such as the modern 8,000 gallon capacity, 800 gpm 
unit shown above, are used. 

Lockheed also handles contract refueling at San Diego, San 
Francisco, Portland, Honolulu, Palmdale, and fuel storage 
handling at Chicago’s O’Hare Field. 

The same H-R hose strength and durability that Lockheed 
depends on can be put to work for your aircraft fueling... 
gas station . . . fuel oil . .. and other marketing hose needs. 
Write Hewitt-Robins, Stamford, Connecticut. 


@ HEWITT-ROBINS § 


H-R AVIATION HOSE 


Cover—impervious to oil, gas, sunlight . . . flexible 
at sub-zero temperatures . . . tough and abrasion- 
resistant. 


Carcass— 

triple braided of 
multiple end rayon cord 
to prevent contraction 
and expansion in service. 


Tube —withstands all grades of AV turbine, and 
JP fuels. Will not harden or crack in wet service. . . 
remains flexible at all temperatures. 





Conveyor Machinery and Belting - PowerTransmission 


* Vibrating Equipment + Engineering Services . 





NATIONAL PETROLEUM NEWS ° August, 196] 








oil to American retailers, and owned pipelines that 
transported 90% of the crude oil from older fields 
and 98% of the crude from the new Kansas fields. 


What the Decision Did 

The Supreme Court’s final decision in 1911 set 
forth the “rule of reason” under the Sherman Act. 
It declared only “unreasonable” restraints of trade 
were forbidden under the law. But Standard’s prac- 
tices were ruled unreasonable. 

The court ordered that stock in Standard’s 33 
subsidiaries be distributed among the company’s 
stockholders. Each shareholder ended up with stock 


in 34 different companies. Distribution per share J 
ran as low as 10¢ for Swan & Finch Co. and 7¢ NPN § 
for Washington Oil Co. 

Of the resulting companies, only Standard Oil 
Co. of California was a fully integrated company. e 
Some of the others had plenty of refining capacity, Oil 
but no production or marketing. Others had pro- 
duction and refining, but no transportation. 

Despite the incomplete way they were formed, 
the companies boomed immediately. Development Ww iT 
of the automobile skyrocketed demand for gasoline, ad 
no longer a waste product, and World War I, the 
first oil-powered war, boosted demand for all oil 
products. & 


of Fame 


Surviving Standard Oil Companies 


1911 Now 


Standard Oi! (N.Jd.)...............Standard Oil (N. J.) ro [e | 
Anglo American Mission Corp. re | 5 
Mission Development 

Consolidated Natural Gas 
Atlantic Refining.......... Atlantic Refining 
Borne-Scrymser............. ......Borne Chemical 
Buckeye Pipe Line ..... Buckeye Pipe Line f 
Indiana Pipe Line... pata me wo new 
New York Transit... 
Northern Pipe Line... 
Chesbrough Mfg...... 
Colontal: O............ 
Continental Oil members 
Crescent Pipe Line 
Cumberland Pipe Line 
Eureka Pipe Line 
Galena Signal Oil... ... 
National Transit 
South West Penna. Pipe Line. . 


Solar Refining 
Prairie Oil & Gas ae. See next page 


Southern Pipe Line 

South Penn Oil 

Standard Oil (Calif.)........ Standard Oil (Calif.) 
Standard Oil (Indiana)...... Standard Oil (Indiana) 
Standard Oil (Nebr.).... 

Standard Oil (Kan.).......... 

Standard Oil (Ky.).......... . Standard Oil (Ky.) 
Standard OW of N.Y... 5.0.5... ....Socony Mobil Oil 
Standard Oil (Ohio) .... Standard Oil (Ohio) 
Swan & Finch Solar Oil Products 
Union Tank Line....... oe ....Union Tank Car 
Vacuum Oil ‘ av ....Socony Mobil Oil 
Washington Oil Washington Oil 
Waters Pierce Oil 


Source: Merrill Lynch, Pierce, Fenner &*Smith 
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NPN HALL 


J. Paul Getty (1892- 


OF FAME 





William Rockefeller (1841-1922) 


Two Big- — Oil Men Elected 


A LIVING LEGEND, J. Paul Getty “was never 
interested in accumulating a large fortune.” 
Now in his second half-century as an oil man, 
Getty rules an industrial empire which includes 
three oil companies (Tidewater, Getty, and Skelly), 
an aircraft corporation, and two luxury hotels. He 
is, says his biographer, “The Richest American,” 
reputedly worth well over $1.2-billion. 

Getty, born in 1892, got his first annointment 
in oil in 1910 when he went to work as a roust- 
about in his father’s Minnehoma Oil Co. opera- 
tion near Bartlesville, Okla. 

Though his father was many times a millionaire, 
Getty’s early successes in oil were done entirely on 
his own. His first triumphs were in the oil fields 
of Oklahoma; later he struck oil in California’s Los 
Angeles basin. 

After his father’s death, he became president of 
George F. Getty Inc., and systematically began to 
construct a major oil enterprise through investment 
in important oil properties. During the depression, 
he invested heavily in oil equities, and acquired 
dominant koldings in two major oil companies, Tide 
Water Associated and Skelly. 

His oil holdings today span the globe. His Getty 
Oil Co. is the largest independent producer in the 
oil-rich Middle East. His Tidewater Oil Co. op- 
erates “the world’s most modern refinery” in Wil- 
mington, Del. 

But billionaire Getty’s interests lie not only in 
oil. A collector of paintings and antique furniture, 
an author of three books, and owner of two pala- 
tial estates in California and England, his reputation 
precedes him wherever he goes. 


DIRECT OPPOSITE of John D., brother William 

Rockefeller (1841-1922), was genial, humor- 
ous, and open-hearted. When he joined his brother 
in the oil business in 1865, he brought experience, 
capital, and an expert knowledge of marketing. 

Though he has become overshadowed by his 
brother’s fame and fortune, William was a major 
contributor to the success of the Standard Oil trust. 
He had already been made a junior partner in a 
Cleveland produce and commission firm when he 
went into oil, and his experience made him the 
logical choice to handle the marketing operations 
of the mushrooming Standard Oil Co. In 1882 
he became president of Standard Oil of N. Y., one 
of the leading units of the trust and its main in- 
strument for export sales. 

Though William got along with people much 
better than John D., his affability never got in 
the way of his business sense. Though he lived 
more lavishly than his brother, he gave less of his 
fortune away. At the time of his death, his fortune 
was estimated at $200-million. 

His financial interests outside of oil were many 
and varied. At one time a Congressional investigat- 
ing committee accused him and several other Stand- 
ard Oil partners of “rigging the copper market.” 
And when the bottom dropped out of the copper 
market, William was able to get himself and his 
partners out from under by forcing investors from 
all over the world to bear the loss. 

When he resigned from the presidency of Stand- 
ard of N. Y. in 1911, William had left behind 
him a flourishing company, later to evolve as So- 
cony Mobil. 
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CHARTER MEMBERS 


A 


A. C. Bedford M. L. Benedum C. A. Canfield J. F. Cullinan B. G. Dawes E. L. DeGolyer 
1864-1925 1869-1959 1848-1913 1860-1937 1870-1953 1886-1956 


H. L. Doherty J. C. Donnell E. L. Drake H. R. Gallagher W. T. Holliday J. M. Houghland 
1870-1939 1854-1927 1819-1880 1883-1949 1884-1950 1888-1959 





Allan Jackson K. R. Kingsbury E. W. Marland W. L. Mellon Frank Phillips J. D. Rockefeller 
1876- 1876-1937 1874-1941 1868-1949 1873-1950 1839-1937 


4 


H. F. Sinclair W. G. Skelly Lyman Stewart W. C. Teagle J. A. Vickers R. S. Williams 
1876-1956 1878-1957 1840-1923 1878- 1890-1940 1898-1956 


ELECTED IN 1960 





NPN’S OIL HALL OF FAME was established two years ago, in conjunc- 
tion with the oil-industry centennial celebration. Twenty-four charter 
members were elected then (above), and two more additions were made 
last year (left). Candidates are honored for their contributions to industry 
progress and their influence on the course of marketing. Nominations 
from readers are entertained; a board of NPN editors makes the final 
selections. This year two more oil men join the Oil Hall of Fame—J. Paul 
Getty and William Rockefeller (opposite page). Together, their careers 
span modern petroleum history—its dynamic and colorful past, its high- 
CS seen’ powered and equally colorful present. 
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Wallach: He said no to John D. 


~ WHERE'D 


YOU GET THE THE ONLY MAN ever known to 


have turned down a job offered by 

John D. Rockefeller is also believed 

* to be the oldest man still active in the 
oil industry. 

L. Charles Wallach, head of Sterns 


Ltd., London, celebrated his 90th 

birthday on July 1. He’s been in pe- 
LIGHTS ? troleum since 1879, and head of 
Sterns, an international petroleum 
marketing firm, since he founded it 
in 1887. 

On Wallach’s first visit to the U.S. 
in 1893, he carried letters of intro- 
duction to prominent men, including 
John D. himself. “Mr. Rockefeller of- 
fered me a position with his com- 
pany,” says Wallach. “He told me of 
the bright prospects of the company 
and said if | went with it, some day 
I might rise to be a director.” 

But Wallach had already promised 
his brother that he’d return to Lon- 
don and his half interest in Sterns. 
“I told Mr. Rockefeller of this prom- 
ise. He said: ‘Never break a promise, 
but you are the only man who ever 
turned down a job I offered him.’ ” 

Wallach has always been very care- 
ful about his health, and is a firm 
believer in a petroleum product for 
medicinal use, which he calls “liquid 
paraffin.” 

“Liquid paraffin is a highly refined 

petroleum for internal use,” says Wal- 
K the COOL lights are by WHITEWAY MFG. . . . and friend lach. “I was the first man to discover 
and use it. It is colorless, odorless, 
motorist may not know it, but he hit the heart of the matter and nonfatty, and suitable for pre- 
... this is WHITEWAYS’ new LANCER . .. far and away paring food for people on a dict. | 
take a spoonful every night and it 

the COOLEST in the industry! keeps me healthy.” 
Liquid paraffin or not, Wallach’s 
_.. it’s COOL because ballast placement . .. dissipates the interest in everybody and everything 
around him must be an important fac- 
heat faster, assuring longer life and better performance. tor in maintaining his health and ac- 
tivity. He makes frequent trips to the 
U. S., and attends most every Amer- 


is ican Petroleum Institute meeting. 
MANUFACTURING CO. His company, one of the oldest in- 
ae ew dependent firms of its kind in the 

















1736 Dreman ° . ° ° 
sii world, distributes American oil on a 
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About Oil People 


. the 
worldwide basis and owns the largest 4 
lubricating-oil refinery in the U. S. # FLAT THIN 
Sterns maintains an office in New wt ’ 


e/ 
York City under the direction of Dan & fk 
J. Kriger. 
Besides a residence at the Plaza ; 
Hotel in London, nonagenarian Wal- — y 
by 





lach maintains a 640-acre estate in ‘ Be : ‘.’ 
Northington, Alresford, Hamp., about Sas . 
60 miles from London. The house, 
built in the mid-17th century, was 
once owned by King George IV. Wal- 
lach keeps his large collection of 
paintings by English, Dutch, and Ital- 
ian masters there, and he admits the 


hous ow looks somethi like a | - a 
museum, meting The a |THE “EXTRAS” IN | | 

| SO 
NEWS NOTES WHITEWAYS 


| | Ballast 
COOL — 


a eee 
LIGHTS sein: 
PAT. APPLIED (@&__™® 


FOR 2%” 4%” 














EXTRA — New COOLGUARD ballast compartment doubles 
Bade | expected ballast life. 


Harold J. Potts EXTRA—New COOLGUARD ballast compartment assures ballast 


has been named ; 

general manager operating temperatures of 50°-70°C., under normal usage. 
of Mobil Oil Co.'s | 

West Coast Mar- | EXTRA—New COOLGUARD ballast compartment cuts ballast 


keting division, suc- 
ceeding Harry A. replacement costs. 


Bade Jr., who be- ; 
comes resale mar- Conclusive tests by General Electric show 


keting manager of ballast life doubled by decreasing 


, re | 
20 ag sola da its operating temperature by 


; placed as Chicago 10°C. New COOLGUARD ballast 
Peer division _general compartment complements 
manager by Lambert J. Vails, former re- p p 
sales sales manager of the New York an exterior modern look of 
City division. Bade is replacing H. J. | , : 
Peckheiser as West Coast general man- tomorrow's styling today. 
ager. Peckheiser assumes the new posi- The Lancer Fixture can either 
tion of — oe of “ge 4 be single or twin mounted on 
grams and supply department of Mobil. | . 
4 WHITEWAY S many modern 

Three major executive promotions pole designs. 
have been made by Tidewater Oil Co. 
J. E. Roth, Tidewater senior vice presi- 
dent, takes on an increasing number of 
special executive assignments and assists FOR ADDITIONAL INFORMATION CONTACT 
ok See shone Saree Maen YOUR LOCAL WHITEWAY DISTRIBUTOR. 
the company’s activities. Charles R. 
Brown, vice president and general man- 
ager of Tidewater’s western division, 
has been appointed a member of execu- 
tive management and assumes the newly 
created position of group vice president 
for exploration and production activities. 
J McDonald, assistant western divi- 
sion general manager, becomes a vice 
president and succeeds Brown as west- MANUFACTURING CO. 
ern division general manager. 

a 


6 ft. LANCER 4 or 6 PG, VHO, SHO, T10 or T10J lamps 
8 ft. LANCER 4 or 6 PG, VHO, SHO, T110 or T10J lamps 
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Richard A. Morrell of Brunswick Coal 
& Lumber Co., Brunswick, is the new 
president of Maine Oil & Heating Equip- 
ment Dealers Assn. He succeeds Ken 
Gifford of Wadleigh’s, Hallowell. Vice 
presidents are: Cornelius Clauson, C. K. 
Clauson Co., Winslow; and E. Thomas 
Hacker, Ballard Oil & Equipment Co., 
Portland. David W. Fuller, Webber Oil 
Co., Bangor, is secretary, and William 
C. Kilroy, Rumford Oil Co., Rumford, 
is treasurer. 

New members of the board are 
Leonard Mulligan, The Gibbons Co., 
Bath; Willard T. Wight, P. G. Willey 


Co., Camden; Carl McKusick, Chase 
& Kimball Oil Co., Dover-Foxcroft; and 
H. Kezar Libby, Paragon Oil Co., Port- 
land. 

ae 

Louis Veneziale of Sellersville Fuel & 
Supply Co., Sellersville, has been named 
president of North Penn Fuel Oil 
Dealers Assn. He succeeds R. J. Finney 
of F-M Oil Co., Lansdale. 

Other officers are: F. Burton Haw- 
thorne, Hawthorne Service, Lansdale; 
vice president; and Ray Walton, Clyde 
S. Walton, Inc., Lansdale, secretary- 
treasurer. 


™15 to 
450 gpm! 


VIKING’S 
ENLARGED LINE OF HEAVY DUTY 
HELICAL GEAR DRIVEN PUMPS 


ABOVE—Figs. 288 and 383 
units with size “‘C’’ reducers 
capable of handling up to 25 
H.P. at 350 pump RPM: 
40 H.P. at 520 pump R.P_M 
20 to 450 G.P.M. capacities 
Five gear ratios available 
using one gear case Six 
pump sizes in this series 


You now have an even larger range of Viking’s 
helical gear drive units to fit your pumping jobs. 
Speed and capacity now range from 15 to 450 
G.P.M. They're ideal for handling all petroleum 


products from gasoline to grease. Pumps equipped 


BELOW—Fig. 288 units with 
size ‘‘B’’ reducers, capable 

of handling up to 10 H.P. at 
1750 R.P.M. motor speed. 15 

to 225 G.P.M. capacities. Six 
sets of gearing using one gear 
case. Six pump sizes in this 
series 


with packing or mechanical seals. Gear reducers 
independently mounted. All components can be 
quickly changed. Step up your delivery with these 
quiet, positive discharge, self-priming pumps! 


se 


Send today for Catalogs CR and SP-534R 


VIKING PUMP COMPANY 


Cedar Falls. lowe, U.S.A. 
Offices and Distributors In Principal Cities 


In Canada, It's ‘‘Roto-King’’ Pumps 
See Your Classified Telephone Directory. 


New members of the board are Paul 
R. Sine, Darius Sine Estate, Perkasie; 
Oliver H. Shelly, Quakerstown; R. At- 
wood Weidner, Perkasie; and Ronald J. 
Phillips, Montgomery-Bucks Farm Bu- 
reau, Souderton. 

Russell D. Norton of Tait Maynard 
Fuel Co., Springfield, has been named 
president of Oil Heat Council of West- 
ern Massachusetts for the coming year. 
Vice presidents are: Bernard W. Schorr, 
F. L. Roberts & Co., and James B. 
Punderson, Punderson Oil Co., both of 
Springfield. Wilbur J. Hogan, Liberty 
Ice & Fuel Co., Springfield, was named 
treasurer. 

e 

The two oldest 
trade associations 
in the petroleum 
industry have 
merged to form 
the National Pe- 
troleum _ Refiners 

Assn. National Pe- 

troleum Assn., 

founded in 1902, 

and Western Pe- 

troleum _ Refiners 

Assn., founded in 

1912 were merged 
to meet more effectively “problems that 
are no longer regional, but nationwide,” 
said Reid Brazell, president of Leonard 
Refineries Inc. and the new association's 
first president. 

NPRA has 95 members, most of 
whom are independent refiners. It also 
has 20 associate members who have a 
special interest in refining or petroleum 
transportation. 

Eight vice presidents were elected, 
each representing a principal refining 
area in the U. S. They are: R. D. Bent, 
Atlantic; S. D. Breitweiser, DX Sunray; 
Walter Famariss Jr., Famariss Oil & 
Refining; L. E. Kincannon, Rock Island 
Refining; W. C. Norman, Colorado Oil 
& Gas; G. A. Olsen, Sunland Refining; 
L. W. Robbie, Texas City Refining and 
and John E. Selden, South Penn Oil. 

The association will continue the 
staff and activities at the present offices 
of the two merged associations in Tulsa 
and Washington, D. C. 


Brazell 


Henry D. Burns, 
immediate past 
president of the 
Mississippi Oil 
Jobbers Assn. and 
American Oil iob- 
ber of Meridian 
has been elected 
mayor of Meridi- 
an, second largest 
city in Mississippi. 
Burns has _ been 
active in civic af- 
fairs ever since his 
graduation from the University of Ala- 
bama in 1949. He’s been either presi- 
dent or member of the board of direc- 
tors of the chamber of commerce, coun- 
ty mental health association, United 
Fund, Mississippi Oil Jobbers Assn., and 


Burns 


NATIONAL PETROLEUM NEWS °* August, 196] 








FOA-2 . 
eliminates this 
heating fuel 
problem 


Sludge means trouble:. clogged filters, plugged 
nozzles, balky heaters, grumpy customers—even 
lost business. 

Why run this risk when you can assure your- 
self a clean, steady-burning fuel that won’t 
sludge up? 

You need invest very little to do so. Only 5 to 
15 pounds of Du Pont Fuel Oil Additive No. 2 
per 1,000 barrels will usually eliminate sludge 
problems. 

FOA-2 retards formation of insoluble residues. 
It also functions as a dispersant — keeps any 
sludge already present in the fuel in small par- 
ticles which will pass through filters and screens 
and burn. FOA-2 even dissolves sludge that may 
have accumulated in the filters and storage 
tanks. It is non-metallic as well —leaves no ash. 

Figure the sales advantages for yourself — or 
ask your Du Pont Petroleum Chemicals repre- 
sentative. E. I. du Pont de Nemours & Co. (Inc.), 
Petroleum Chemicals Division, Wilmington 98, 
Delaware. ; 


LEAD ANTIKNOCK COMPOUNDS 
and other PETROLEUM ADDITIVES 


#16 v5. ear OFF 


Better Things for Better Living... through Chemistry 

















MOBIL RESEARCH ANNOUNCES THE DEVELOPMENT OF THE 
FIRST MODERN CRITERION OF TOTAL GASOLINE PERFORMANCE 


The Megatane System 
of Rating Gasoline 


Based on a five-year study of gasoline performance 
characteristics, the MEGATANE Rating System overcomes 
the inadequacy of partial ratings (such as octane) and 
provides an all-inclusive rating of gasoline performance. 


As every gasoline technologist knows, 
octane rating is an important factor 
in the evaluation of gasoline. He also 
knows that it is far from the total 
measure of gasoline quality. 

Since the octane rating was in- 
troduced 34 years ago, brilliant ad- 
vances have been made in petroleum 
technology. For example, the inven- 
tion of platinum reforming provides 
a means of producing a higher-energy 
gasoline that satisfies today’s high- 
powered motors. Metal deactivators 
were developed to prevent carburetor 
gum deposits that foul carburetors 
and stick chokes. Phosphorous addi- 
tives were developed to neutralize 
harmful combustion deposits and to 
give longer spark plug life. Detergent 
additives were introduced to keep 
carburetors clean. 

These and many other characteris- 
tics are important to the gasoline user 
today. Unquestionably, there is a 
great need for a broad standard of 
gasoline performance that recognizes 
all of these factors. It is this need 
that Mobil research has sought to 
answer. 


Development of 
the MEGATANE Rating System 


The MEGATANE Rating System 
‘evolved from analysis of the many 
desirable performance qualities of a 
gasoline. This was coupled with an 
intensive study of the primary bene- 
fits and secondary effects of provid- 
ing these qualities. This was impor- 
tant because in many cases these 
secondary factors altered the primary 


benefits, sometimes with unfavorable 
side-effects. 

After long consideration and dis- 
cussion, a large group of perform- 
ance qualities was isolated as repre- 
senting the important properties of 
today’s ideal gasoline. 

Evaluation of all these qualities 
was a complex undertaking—for the 
goal was not only to evaluate the 
qualities of a gasoline, but to be able 
to predict the gasoline’s performance. 


The MEGATANE Rating System 


Our MEGATANE Rating System ac- 
commodates all the important quali- 
ties in today’s gasolines. The MEGA- 
TANE rating of any gasoline is the 
total number of effective qualities it 
possesses on the MEGATANE scale. 

In order to be effective, the quality 
must not only provide the perform- 
ance advantage for which it is in- 
tended, but it must be free of adverse 
side effects which would cause trouble. 
This condition indicates the need of 
quality controls which define the ef- 
fectiveness of every quality feature 
on this overall basis. 

For example, high volatility is de- 
sirable to provide good cold engine 
response for fast acceleration. How- 
ever, if the volatility is too high, so 
that it “vapor locks” the engine, it 
is no longer effective and no credit 
for this feature is given in the 
MEGATANE Rating System. 

Another example, an effective car- 
buretor de-icing additive must not 
only efficiently combat stalling that 
occurs under icing conditions, but it 


must also be free from any adverse 
characteristics such as emulsification 
or chemical reaction that eould 
shorten fuel filter life or foul car- 
buretor operation. 

In all such cases, the MEGATANE 
Rating System does not credit the 
positive advantage unless it is ac- 
tually provided and unless it is free 
from any harmful effects such as in- 
dicated above. Both of these condi- 
tions must be satisfied to consider a 
quality effective in the MEGATANE 
Rating System. 


The Octane Measuring Stick 


The widespread use of octane rat- 
ings as a measuring stick of gasoline 
quality has been valuable to the ex- 
tent that it has rated an extremely 
important factor in gasoline perform- 
ance during an era of rapidly increas- 
ing engine compression ratios. This 
trend, however, has now sharply de- 
celerated. Now there is a real need 
for a broader and more meaningful 
rating—one that goes far beyond 
octane rating in scope. 

We believe that the MEGATANE 
Rating System is an important step 
forward in the attainment of such a 
goal. It is the first system to take into 
account all the important perform- 
ance factors that enter into today’s 
complex modern gasolines. 

A gasoline skilfully formulated to 
meet high MEGATANE standards 
will provide, in the opinion of Mobil 
engineers, dependable total perform- 
ance in today’s cars over the widest 
possible range of driving conditions. 


Mobil Oil Company 
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NOJC. Jn 1959 he was selected out- 
standing young man of the year in the 
city of Meridian. Burns and his wife 
Betty have three children, ages 10, 7, 
and 3. 


° 

Humble Oil & Refining has estab- 
lished a new area office in Los Angeles 
to handle the company’s exploration, 
production, and marketing activities in 
all or parts of five western states. The 
formation of the area office was accom- 
plished by consolidating two older 
operating groups, the Monterey division 
and the California area. R. E. Faggioli, 
presently on temporary assignment as 
executive assistant to Humble’s president, 
Morgan J. Davis, will become manager 
of the Los Angeles area. N. N. Jones, 
acting manager of the California area, 
will serve as acting manager of the new 
Los Angeles area, while Faggioli com- 
pletes his Houston assignment. J. L. 
Spivey, who has been on a special mar- 
keting assignment in the California area, 
has been appointed Los Angeles area 
marketing manager. This area covers 
California and Nevada. 

rs 


Thomas Hickey, 
vice president of 
Meenan Oil Co.'s 
Long Island ope- 
ration, retired 
June 30 after 29 
years of service 
with the heating- 
oil jobbership. A 
vice president 
since 1953, Hickey 
> joined Meenan Oil 

in 1932 as head 
— of the burner-in- 
Stallation division. As vice president, 
Hickey was in charge of the entire Long 
Island operation. Al Reed, Hickey’s as- 
sistant for many years, steps into his 
shoes as manager of the Long Island 
business. 
a 

Fleet-Wing Corp. has named three 
marketers to key executive positions. 
Clarence Langer becomes administrative 
manager, responsible for financial move- 
ments of the company in conjunction 
with jobbers and Fleet-Wing’s parent, 
Standard of Ohio. He will retain his 
duties as credit manager. William Moore 
becomes division manager with head- 
quarters in Kent, Ohio, and Russell 
Mantz of Toledo will work in a similar 
capacity in southeast Ohio. Moore was 
formerly senior field engineer for Sohio; 
Mantz was a jobber salesman for the 
company. 

e 


Horry F. Prioleau, retiring president 
of Standard-Vacuum Oil Co., will be 
succeeded by Clifford B. Marshall, exe- 
cutive vice president of the company. 
J. A. McQuilkin, vice president, was 
elected executive vice president. Prioleau, 
who started with Standard of New Jer- 
sey in 1921, went with Stanvac in 1933 
as general manager of producing and 
refining in Indonesia. He went back to 
Jersey during World War II, and re- 


turned to Stanvac in 1949 as a director 
and vice president. He became president 
in 1953. 


*” 

Derby Refining Co. has reorganized its 
marketing department and has instituted 
a new marketing plan in keeping with 
an expanded sales program. 

In the general reorganization, vice 
president, R. N. Cooper, becomes mar- 
keting coordinator; C. R. Worman, man- 
ager of branded sales; S. W. Knecht, 
manager of real estate; and L. E. Poston, 
manager of refinery sales. Worman will 
be responsible for all branded sales and 





@ 


About Oil Peopie 





advertising, and Poston will be respon- 
sible for lube, asphalt, railroad, acquisi- 
tions, special sales, and special assign- 
ments. Knecht will administer all real- 
estate matters. 

Derby also has a new southern divi- 
sion manager. J. E. McDermott moves 
from Springfield, Ill., where he was a 
district sales representative, to home 
offices in Wichita. 

, + 

Ted B. Tilden, formerly marketing 
director for Site Oil Co., St. Louis, has 
been named division sales manager, 
northern marketing division, for Vickers 


_ 


Designed for TBA Profits! Here’s why: 


@ COMPLETE LINE—reinforced and regular grades, a 
size to fit any vehicle. 


@ QUALITY PRODUCT~—gives customer satisfaction, 
builds profitable repeat business. 


@ PACKAGE D—more effective 


display, easy handling. 


@® ADVERTISED 
—to your dealers. 


CAMPBELL CHAIN COMPANY 


YORK, PA. 
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Petroleum Co.,, Wichita. Tilden will be 
responsible for all company marketing 
activities in Iowa and Nebraska. Prior 
to his association with Site, Tilden was 
an assistant district manager for Gulf, 
and before that, in the marketing de- 
partment of Shell Oil Co. 
* 

Kerr-McGee Oil Industries Inc. has 
established a new sales region in Indiana- 
polis and a district sales office in St. 
Louis. Edward H. Sickles Jr. takes charge 


of the Indianapolis office as manager of 


the new eastern sales region, which in- 
cludes Indiana, Illinois, and Wisconsin. 


He was formerly district manager for 
Mobil Oil Co. in Indianapolis. John B. 
Hartnett, former service-station acqui- 
sition specialist for Kerr-McGee, be- 
comes manager of the St. Louis district 
sales office. 

Also at Kerr-McGee, Max Dietrich, 
formerly in the bulk-sales department, 
has been promoted to assistant manager 
of solvent sales. 

e 

The Spokane Heating Oil Dealers 
Assn. has elected officers for this year. 
They are: David H. Knapp, Great Wes- 
tern Fuel Co., president; Robert C. Stone, 





KEEL FAC aS oi marketers 


From drilling rig 
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to delivery truck, reels help 
bring oil products to market. 


Every day, 


petroleum marketers are developing new 


methods for bringing better products to bigger markets 
at lower cost. Faster, more efficient hose handling equip- 
ment for use at the well, in bulk plants and for delivery, 
is a vital part of this development. 


Every day at Hannay, specialists are developing reels to 
provide more efficient hose handling in every phase of oil 
marketing. Their experience and the dependability of the 
equipment they produce are yours when you specify 


reels by Hannay. 


Reels for home fuel delivery, aircraft fueling, marine 
fueling and industrial fuel and lubricant service. 


CLIFFORD B. HANNAY & SON, 


INC., WESTERLO, N. Y. 


Audubon Fuel Co., vice president; and 

Raymond S. Betts, Betts Oil Co., treasur- 

er. Executive secretary is J. C. Langdon. 
* 

A. L. Capps has been promoted to 
division manager of South Penn Oil 
Co.’s newly combined central and Michi- 
gan sales divisions with headquarters in 
Dayton, Ohio. He was formerly man- 
ager of sales promotion in the branded 
marketing department of Pennzoil. A. B. 
Baker, former division manager of 
Pennzoil’s Michigan division at Detroit, 
has been promoted to division manager 
of the company’s northern division head- 
quarters at Franklin Park, Ill. 


a 
John R. Winter, Utica, N. Y. district 
sales manager for Mobil Oil Co., has 
retired after 39 years with the company. 
* 


Deaths . 


Arnold A. Stam- 
baugh, retired 
chairman of the 
board of Standard 
Oil Co. (Ohio), 
died July 11 in 
Cleveland at the 
age of 76. 

A native of 
Pennsylvania, 
Stambaugh was a 
graduate of Ohio 
Northern Univers- 
ity and Harvard 
Law School. He joined Sohio in 1928 
after practicing law with a firm which 
was Sohio’s legal counsel. His first job 
with Sohio was manager of industrial and 
public relations; he switched to sales in 
1929 as general sales manager, and in 
1933 was elected a director and vice 
president in charge of all sales activities. 

He was Sohio’s first senior vice presi- 
dent, and served as chairman of the 
board from 1950 to 1955. At the time 
of his election as board chairman, he 
was praised for “his personality that 
transformed salesmen into real merchan- 
disers with an eloquence that inspires 
men and an enthusiasm that is con- 
tagious.” 

A member of many civic and char- 
itable organizations, Stambaugh was also 
honorary director of the American Petro- 
leum Institute. 

He is survived by his wife Beatrice, 
and two sons. 


Stambaugh 


fe 
William P. Dunbar, 76, retired part- 
ner of Natural Gasoline Products, Pitts- 
burgh, died June 25 in Tampa, Fla. 
Dunbar had been retired since 1954. 


a 

Ralph R. Matthews, retired executive 
secretary of the Independent Oil Com- 
pounders Assn., died at his home in 
Kansas City, Mo., June 29. He had been 
ill for some time. Before joining IOCA, 
he was with Battenfeld Grease & Oil 
Corp. 
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SUBMERSIBLE PETROLEUM PUMPS 
make underground bulk storage more economical! 


RED JACKET 
There are good reasons why underground bulk storage of petroleum products 
is becoming more popular with many companies. Less expensive tanks can be 
used. Tank foundations aren’t needed. Tank maintenance such as painting is 
virtually eliminated. Less fire hazard lowers insurance rates. Lower and more 
constant temperature of product reduces vaporization and shrinkage. When you 
combine these advantages with those of Red Jacket ‘Big-Flo’”’ Submersible 

L Pumps, underground storage is even more economical: 

Low Installation Cost. Red Jacket 'Big-Flo” Wide Range Meets Your Capacity Needs. 


! gag ng gga e Seven models available in 1 HP to 5 HP. 
oncrete Dase 


7 Pump house e Capacities from 140 to 275 GPM. 
e Suction piping e Discharge heads up to 110 feet. 
e Foot valves, check valves, gate valves e Ys and 2 HP service station models available. 





Lower Maintenance. Once installed a Red 
Jacket “Big-Flo'’’ Pump cuts maintenance ~ 
costs five ways: Motor windings hermetically sealed. 
e No lubrication is needed. If tank pumps dry, “Totaltector” auto- 
e No shafts, coupling or drives to main- matically stops the motor. 
tain. ' ft Air eliminator and check valve are built-in. 
e Dangerous, messy rotary seals and stuft- Corrosion resistant metals used throughout. 


ing boxes are eliminated. " 
e Installation is vibration-free, to reduce Easy to install... easy to remove from tank. 
Floating suction available. 


wear, 


Specifically Designed for Underground Pumping, 




























_~—— 
HED JACKET — 







petrenem \y Contact your nearest RED JACKET REPRESENTATIVE for complete information, = et 


pumping 
equipment 






charlotte 9, North Carolina, Jerry Huber, 2503 Westfield Rd. ¢ Chicago 31, Illinois, E. L. “Al” Marshall, 6695 N. North 
west Highway + Dallas 31, Texas, R. M. “Mac’’ Crowder, 6811 Colfax Dr. ¢ Denver 4, Colorado, E. P. “Ted’’ Muller, 1010 
Yuma St. ¢ Des Moines 9, lowa, Ken Henss, 511 S. W. Ninth St. « Detroit 27, Michigan, Robert B. Cox, 12250 Coyle Ave « 
Hamilton, Ohio, C. E. ‘‘Red” Weaver, 4223 Cincinnati-Brookville Rd. « 1 5, Indi Gardner Udell, 3820 Coliege 
Ave. ¢ Kansas City, Missouri, R. L. Faubion, Sr., 2525 S. W. Boulevard « Los Angeles, California, A. R. Sedgebeer, 2707 
S. Hill St. ¢ Minneapolis, Minnesota, E. “‘Al’’ Zahi, 1516 So. 5th St. ¢ New Orleans 17, Louisiana, Joe R. Mooney, 2/04 
St. Claude Ave. P.O. Box 3294 « New York 36, N. Y., Henry D. Fairlie, 15 West 44th St. « Phoenix, Arizona, Lee Vaughan. 
3111 N. 34th Place ¢ Pittsburgh 32, Pennsylvania, John F. Young, 235-37 Spahr St. « Portland, Oregon, George Mathews, 
325 N. E. 20th Ave. ¢ San Francisco 3, California, R. E. Sanderson, 221 11th St. « St. Louis 3, Missouri, E. A. “Ted’’ 
Downey, 2005 Locust St. « Seattle, Washington, Tom Baumgartner, 2927 First Ave. ¢ Spokane, Washington, Don Buster, 
North 210 Helena St. 


RED JACKET MANUFACTURING COMPANY 


Petroleum Equipment Division, Box 270, Davenport, lowa 



















GU A R DIAN 
TRIM LINE 


offers Custom styling 
with stock fixtures 


Bears the label 
of Underwriters’ 
Laboratories, inc, 
for outdoor 
operation, 








G U A, RDIAN 
TRIM -. LINE 


. with 6° Ultra High Output lamps in 
a trim, contemporary housing. Ideally 


styled for both new construction and mod- == i 


ernization. (4-lamp model also available). 











GUARDIAN 
TRIM » LINE POLES 


. modelé illustrated are available for 
single, double or triple fixture installations. 
Or, poles can be made to your specifi- 
cations in our new, modern Pole Plant. ~ 








Write or Wire for Descriptive Bulletins. Address Dept. N 


Guardian Light Company 


500 NORTH BLVD. , OAK PARK, ILLINOIS 


Representatives in All Principal Cities 
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Additions 
to Your 
NPN Factbook 


Clip these additions and attach them to 
Factbook directories on pages indicated 





Page 225 
Your Equipment Buying Guide 


7 Brass Goods 
Dover Corp., OPW Div. 
| Filters/Strainers 
Dover Corp., OPW Div. 
[ Floating Suctions, Tank 
Dover Corp., OPW Div. 
| Gasoline Hose 
Retractors 
| Benjamin Reel Products, Inc. 
Grounding Devices 
| (Tank Truck Loading) 
{ Benjamin Reel Products, Inc. 
Hatches/Manholes 
| Dover Corp., OPW Div. 
Loading Assemblies 
| Dover Corp., OPW Div. 
Reels, Electric Line 
| Benjamin Reel Products, Inc. 
Signs, Plastic 
| Texlite, Inc. 
r Signs, Porcelain-Enamel 
Texlite, Inc. 


Page 232 


Primary Sources of Equipment 


BENJAMIN REEL PRODUCTS, INC. 
10711 Broadway 
Cleveland 25, Ohio 

DOVER CORPORATION 
OPW Division 
2735 Colerain Avenue 
Cincinnati 25, Ohio 

mTEXLITE, INC. 

3305 Manor Way 
Dallas 35, Texas 
L. D. Nutter, Sis. Mgr 


Your Guide to TBA Buying 
Fan Belts 


Dayco Corp 
Hose, Radiator /Heater 
Dayco Corp 


|-—-—- — — — — — — — —- - -- 


Page 253 
Primary Sources of TBA Supply 
| 


»DAYCO CORPORATION 
TBA Accessories Div. 
West Riverview Avenue 
Dayton 1, Ohio 


ee 


Please make note of these corrections and clarifications: 


e Under “Octane Ratings in Virginia” (p154). Vir- 
ginia Department of Agriculture and Immigration re- 
ports it had several errors in the May gasoline table. 
For Crown Central Petroleum Corp., the sample under 
Crownzol should have been listed under Crown Silver. 
For Tidewater Oil Co., the octane should be 100.0 for 
Flying A Super Extra, 95.0 for Flying A. 


e Under “Marketing Distribution Lineup” (p80). 
Total number of branded service stations should read 
2,000 for California Oil Co., Western Division; 300 
for Caminol Co.; 35 for Big West Oil Co. 


e Under “Brand Names” (p74). Eddy Refining Co.’s 
Eddy Ethyl is a premium grade, and Eddy Premium 
Regular should be shown as a regular grade. 
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e Under “Who’s Buying and Merging” (p84)— 

Skelly Oil Co. did not buy A. E. Chandler firm of 
Casper, Wyo. It was bought by a Skelly jobber, 
Wyoming Gas and Oil Co., Newcastle, Wyo. 

Cities Service Oil Co. did not acquire Arrow 
Petroleum Co., Forest Park, III. 

Humble Oil & Refining Co. did not acquire Famariss 
Oil & Refining, Hobbs, N.M., but it did buy 12 
stations and some undeveloped sites from Famariss. 

Oklahoma-Pate Division of Humble did not acquire 
Colonial Oil Co. of Indiana Inc., Fort Wayne, Ind. 


e For further corrections, see letters by American 
Oil Co. and California Oil Co. on page 9 of this issue. 


e Please add the following to the Advertisers’ Index 
p262: 


Goodyear Tire & Rubber Co. << ae 

















SAVE 414 Feric 


IN THE FIRST YEAR! 


NEW FORD 


EGUNOLINE 





VANS| 


178 


Now, you can save $312 to $433 in price* 
alone on a Ford Econoline Van compared 
to the leading conventional half-ton panels. 
In addition, you can save over $100 every 
16,000 miles you drive! 


These savings come with a man-size 
truck. The Econoline’s cab-forward design 
with welded “body-frame” gives bridge- 
like strength and reduces dead weight to 
haul over %-ton. Only 14 feet overall, Ford 
Econolines are nimble in traffic, easy to 
park, need less garage space. Big 4-ft. door 
opening (both curbside and rear) and level 
cargo floor provide new loading ease... 
new load workability. 


Special Note To Pickup Owners: Now, you 
can protect your loads from weather and 
theft with an Econoline Van... yet, pay 
less* than for most conventional %-ton 
pickups. And you can get the same $102 
savings on operating expenses as shown at 
the right. 


* Based ona comparison of latest available manufacturers’ suggested retail prices 
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HERE'S HOW YOU SAVE 


SAVINGS ON OPERATING EXPENSES EVERY YEAR! 


GAS—Econoline trucks can give 30% better gas 
mileage than conventional '%2-tonners. Figuring 
16,000 miles per year at prevailing gas prices, $70 








OlL—Crankcase capacity is only 314% quarts instead 

of 5 quarts, and the recommended oil change in- 

terval is 4,000 miles versus 2,000 miles. In 16,000 $13 
miles you save 





TIRES—Econoline tires last longer, cost less to 
replace. Prorated saving for 16,000 miles as high $16 
as $53. Typical saving 


LICENSE-In many states (not all) the license for an 


Econoline costs appreciably less—up to $30.40 per $3 
year. Average for all states is 


NO REAR ENGINE HUMP! 


$102 _ The Econoline’s “up front’? engine leaves a level, knee-high 
SAVING ON PRICE—vou can save $312 compared floor almost 9 ft. long. There’s no awkward rear-engine-housing 
to even the lowest-priced popular 1-ton panel—and $9]92 hump to shrink the back entrance or hinder loading. And the 
up to $433 against others! Saving at least Econoline Van provides over 204 cu. ft. of loadspace . . . up to 


TOTAL Hast aT NGS 4 $414 80 cu. ft. more than conventional 4-ton panels. a 
and you keep saving — = | FORD TRUCKS COST LESS & 
S ] 0 9 EVE RY VE A RI | SEE YOUR FORD DEALER'S “CERTIFIED ECONOMY BOOK” FOR PROOF! | 
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BEE ERT Ras 


Foro pision, Sard Motor Rompany, 











TO MANUFACTURERS OF EQUIPMENT FOR 
PETROLEUM MARKETING AND REFINERIES 


We can offer competent, effective sales- 
engineering coverage for you as represen- 
tatives or manufacturers’ agents. We have 
offices in all principal cities . . . and ad- 
ministrative and sales personne! to do the 
job. We maintain sales contacts with all major 
and independent oil companies, refineries and 
equipment jobbers. Write in confidence, giving 
us initial information on your products and we 
will send complete details concerning our- 
selves 


RAGS47 National Petroleum News 
645 N. Michigan Ave., Chicago 11, Ill. 








FOR SALE—IN GOOD CONDITION 

Two 2” 80 G.P.M. Yale & Towne Tri-Rotor gasoline 

pumps with adjustable by-pass valves plus gears 

and bases. 

One 142” 45 G.P.M. Granco rotary gasoline pump 

with adjustable by-pass valve. 

One 142 HP. capacitor single phase 230 volts 
60 cycle 1710 R.P.M. G.E. electric motor. 
Contact—Clark Oil Co. Phone 3891, Stryker, Ohio. 








Business For Sale 


New York State Petroleum Equipment business 
for sale. Includes land, concrete block bldg. 
with 6000 ft shop,warehouse and office space. 
All best quality lines handled. Doing a large vol- 
ume of business. Write to 

BO 6780 National Petroleum News 
Class. Adv. Div., P.O. Box 12, N.Y. 36, New York 








Wanted: 
IDEAS AND PATENTS, 
ON SPECIALTY 
VALVES AND FITTINGS, ETC 
FOR THE PETROLEUM INDUSTRY 
UNIVERSAL VALVE CO. 
409 South Street, Elizabeth, N.J. 











Know where your new NPN FACTBOOK is? 


if you don’t, order another now from NPN’s 
Reader Service Dept., 330 W. 42 St., New 


York 36, N.Y. Price: $2.00. 


Find out how muchuseful, 
up-to-date information 
it has for you. 


The NPN FACTBOOK, published annually in mid-May, 
is your year-round desk reference file. NPN’s FACTBOOK 
issue puts at your fingertips the statistical and reference 


| 
| 
| 








SEARCHLIGHT SECTION 


ADDRESS BOX NO. REPLIES TO: Box No. 
Classified Adv. Div. of this publication. 
Send to office nearest you: 
NEW YORK 36: P. O. Box 12 
CHICAGO 11: 645 N. Michigan Ave. 
SAN FRANCISCO 11: 255 California Ss. 


POSITIONS VACANT 


Operations Manager—A large independent oil 
company has a position available for an Opera- | 
tions Manager for their Southern New England | 


area. He must be aggressive and fully qualified 


with the necessary initiative to assume complete | 
charge of a chain of Service Stations doing a | 


large volume. Excellent future. Salary commen- 
surate with ability. Send a complete resume of 
experience and availability together with photo- 
graph. All replies in strict confidence to P-7058, 
National Petroleum News. 

Property Acquisition Representatives—Our Mar- 
keting Department needs additional property 
acquisition representatives to work in several 
states in the Mid-Continent area. Must be ex- 
perienced in appraisal or acquisition of existing 
service stations and potential service station 
sites; understand contracts and options; ac- 
quainted with court house property records. 
Prefer married, college graduate, age 30 to 45. 
Must be willing to travel. Salary, car for com- 
pany business, expenses and fringe benefits. Re- 
plies will be kept confidential. Send personal 
information, photograph, and resume of ex- 
perience and education to R. G. Neph, Kerr- 
McGee Oil Industries, Inc., Oklahoma City, 
Oklahoma. — 


SELLING OPPORTUNITY AVAILABLE 


Representative — Nationally ‘established manu- 
facturer 
Equipment 
selling oil 


requires aggressive representative 
companies and automotive jobbers. 
Territories available: Boston & New England; 
Los Angeles and Southern California. Send 
resume to RW-7081, National Petroleum News. 


SELLING OPPORTUNITY WANTED 


Manufacturers Representatives covering Connec- 
ticut, New York, New Jersey and Philadelphia 
seeking oi] equipment lines. Calling on major, in- 
dependent oil companies and contractors. RA- 
67: 10, National Petroleum News. 








information basis for better managing, and planning. 


Stay 
® £018) fe! MOTOR. 


RADIATOR 
SPECIALTY CO. 
CHARLOTTE, N. C. 
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MOTOR-MEDIC NO. 1—Stops oi! burning when added 


to motor oil. 
ing lasting oi! film strength. 


Reduces friction and wear by provid- 


MOTOR-MEDIC NO. 2—Is the new scientific blend 


of solvents, 
treatment of sluggish engines. 


lubricants and inhibitors for effective 
Add to gasoline. 





of Service Station and Automotive | 


TO THE 
BUYERS’ 
ATTENTION 


NPN’s annual mid-May FACT- 
BOOK issue brings your sales 
message to the attention of your 
customers and prospects again and 
again throughout the year. 

Your advertising in NPN’s 
FACTBOOK makes constant, eco- 
nomical sales contact for you with 
oil’s marketing management. 

The National Petroleum News 
annual mid-May FACTBOOK is- 
sue is the most economical method 
available for getting your sales story 
to the buyers, keeping it there, and 
getting it seen again and again. 


Oil Marketing’s Reference 
Information Annual 
Published in Mid-May 








inp eee FACT 





For Of M2 keting Management BO 0 K 


A McGraw-Hill Publication Smee 
330 West 42nd Street * 
New York 36,N.Y. + 


* . 
Susa* 
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e Strike It Rich. Ken Marriott, TBA manager of Shell 
Oil of Canada, says he’s been searching for something 
new in sales-contest prizes. The best he’s come up with 
so far: First prize, a week in New York with wife: 
second prize, two weeks in New York with wife. 


e Where She Stops, Nobody Knows. In Las Vegas, the 
slot machine has extended its influence to the service 
station of John Karas. Noting the big play the one-armed 
bandits get in Vegas casinos, Karas hit on a new mer- 
chandising idea. Anyone who orders a tankful of gasoline 
gets it free—if the price comes up with three similar 
digits. He’s paid off three winners so far. 








iw \ 
**Let’s take another look at that 
little old completion schedule.” 
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of the barrel 








“You do nice work.” 











e Betwixt and Between. The wife of a wealthy Waxa- 
hachie, Tex., oilman laments that her daughter is at that 
awkward age—“Too old for bobby sox and too young 
for mink.” 
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Regional Sales Representatives 


ATLANTA 9, 1375 Peachtree Street, N.E., 
Raymond K. Burnet, Trinity 5-0523 


BOSTON 16, Copley Square 
Dawson A. Rutter, Congress 2-1160 


CHICAGO 11, 645 North Michigan Ave., 
Edward A. Callahan, Jr., Mohawk 4-5800 


CLEVELAND 13, 1164 Illuminating Bldg., 

55 Public Square 

Walter G. Berger, Superior 1-7000 
DALLAS 1, 2100 Vaughn Bldg., 1712 Com- 
merce Street 

John Grant, Riverside 7-9721 


DENVER 2, Tower Bldg., 1700 Broadway 
John W. Patten, Alpine 5-2981 


DETROIT 26, 856 Penobscot Bidg., 
Walter G. Berger, Woodward 2-1793 


HOUSTON 25, 724 Prudential Bldg. 
Donald Hanson, Jackson 6-1281 


LOS ANGELES 17, 1125 West 6th Street 
Robert Yocom, Huntley 2-5450 


NEW YORK 36, 500 Fifth Avenue 
Dawson A. Rutter, Oxford 5-5959 


MINNEAPOLIS 2, First National Bank Bldg. 
Edward A. Callahan Jr., Federal 2-7425 


PHILADELPHIA 3, 6 Penn Center Plaza 
Charles J. Jefferis, Locust 8-4330 


PITTSBURGH 22, Four Gateway Center 
Walter G. Berger, Express 1-1314 


PORTLAND 4, Room 445, Pacific Building 
Scott Hubbard, Capital 3-5118 


SAN FRANCISCO 11, 255 California Street 
Robert Koch, Douglas 2-4600 


ST LOUIS 8, 3615 Olive St., Continental 
Bldg. 
Edward A. Callahan Jr., Jefferson 5-4867 
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Cuts hose costs -~- 
Speeds service! 


SWIVELS 360° a. mh SWIVELS 180° 





Pa — 


9 
roxweom [Jal OWI 


Cost-conscious station operators are making the Tokheim 
DUAL SWIVEL an essential part of their island dispen- 
sers. A free-swinging connector between hose and nozzle, 
DUAL SWIVEL cuts hose costs substantially —lengthens 
hosé life by relieving tension under all conditions. What’s 
more, it speeds island service, makes hard-to-reach gas 
tanks.more accessible, extends hose reach, and assumes 
its tension-free position automatically. Light, compact, 
and easy to handle, it also simplifies the work of the 
attendant. DUAL SWIVEL pays for itself quickly by the 
savings in hose it brings about. Order now from your 
Tokheim distributor for existing pumps; and specify on 
your next order for new Tokheim pumps. 


A MUST FOR THE MODERN STATION! 


SYMBOL OF EXCELLENCE 
General Products Division 


| / =o TOKHEIM CORPORATION 
oT OKHEIM 1650 WABASH AVE., FORT WAYNE 1, INDIANA 
GASOLINE PUMPS 


an ee eneenee Subsidiaries: GenPro Inc., Shelbyville, Indiana; Tokheim of Canada, Ltd., 
Toronto, Ontario; Tokheim International, A. G., Lucerne, Switzerland 








Texaco, /nc. uses 
SHOCK STOPPER FOR BULK TERMINAL 


Nea ea mmm =i aba Hon 


a. Tee aC 


Tt  AMMARIE 


A.0.Smith set-stop valves throttle 
flow, cushion shoc 


rhe installation at Texaco’s Lockport, Illinois sales 
terminal is unique because of the large diameter 
and extensive length of supply lines. Twenty-eight 
four-inch A. O. Smith Meters are installed at the 
racks to measure the product . .. pumped from dis- 
tant storage through 10-inch pipe at a rate of 1400 
gallons per minute. 

The problem of excessive shock on equipment is 
solved by A. O. Smith set-stop valves. An exclu- 
sive slow decelerating feature throttles down flow 
during the last 29 gallons of delivery. Texaco re- 
ports trouble-free operation over many millions of 
gallons since plant started up in August of 1958. 

If your operations have a metering problem, per- 
haps an A. O. Smith Meter Man can help. Contact 
your nearest representative or write direct. 


Through research gS @ better wey MODEL S METER Equipped with Set-stop 
Counter and slow closing Set-stop Valve for de 
livering predetermined quantities. Decelerating 
valve eliminates shock pressure caused by quick 

fe e closing of ordinary valves. 


R P 


METER AND SERVICE STATION 
EQUIPMENT DIVISION 


Factory: 1602 Wagner Ave., Erie, Pennsylvania. Offices: Atlanta 24, Ga.; Chicago 3, IIl.; Houston 2, Texas; Los Angeles 22, Calif.; New York 17, N.Y.; 
Newark, Calif.; Tulsa, Oklahoma « Canada: Toronto 12, Vancouver 1 * A. O. SMITH INTERNATIONAL S. A., MILWAUKEE 1, WISCONSIN, U.S.A. 











